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“52 weeks advertising...” 


(murmured Punch) 


‘* That's what we want 
but we can't afford it,” 
(complained the client) 
“Our appropriation is 
only about £2,000."" 


“ That'll cover it,”’ (said Punch) 


* It goes nowhere these days,” 
(whined the client) 


“It goes in Punch,” 
(said Punch) 


i “it gets you continuous readership,” 
(said Punch) 


“Punch is being read every day,” 
(said Punch) 


“In stately homes and 
unstately homes,”’ (said Punch) 


“Everywhere. By everyone. 
By Jove, you get 
your moneysworth when 


you spend £2,100 on... 


12 half-pages in Punch” (sais punch) 


R. ADVERTISEMENT MANAGER, © PUNC OU VERE 
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‘Bill posted on 
old site’ plea 


Pleading guilty at Whittlesey to 
a charge of displaying advertise- 
ments in contravention of the 
Town and Country Planning 
(Control of Advertisement) 
Regulations, 1948, a circus pro- 
prietor stated that the offending 
bill had been posted over a bill 
advertising a previous circus. 

The proprietor, Robert B. 
Fossett, was fined £25 in what the 
deputy clerk to the Cambridge- 
shire County Council, D. J. 
Rook, prosecuting, called “ a test 
case as far as the county's 
planning committee was con- 
cerned.” 


Young newspapermen 
meet in London 


E. Lumsdon, London ad- 
tisement director of Westminster 
Press Provincial Newspapers, 
will speak on “Future prospects 
in Advertising” during a two-day 
meeting of the Young News 
apermen’s Association to be 
eld at the offices of the News- 
aper Society on January 31 and 

ebruary 1. 

Other speakers will be: Dou- 
glas Upton, director and works 
manager, South Essex Recorders 
Lid... on “Competitions as a 
Promotion Feature for Weekly 
Newspapers”; film and talk by a 
representative of Intertype Ltd. 
on the Fotosetter; S. G. G. 
Clarke, managing director and 
general manager, the Leaming- 
ton Spa Courier Ltd., on “The 
Practical Application of Tele- 
typesetting”; and Eric Thomas, 
managing director, Woodals 
Newspapers Ltd., Oswestry, on 
“The Effect of Incentive Schemes 
in Newspaper Offices.” 

Hannan Swaffer will be guest 
speaker at a dinner in Simpson's, 
Strand, on Monday evening, 
January 31. 


To The Editor .. 


IPEX welcome 
for trade 
group visils 


Sik,—In connection with the 
10th International Printing 
Machinery and Allied Trades Ex- 
hibition (IPEX) at Olympia, July 
5 and 16, we have received many 
letters asking if organised parties 
from overseas are being 
arranged. 

It is felt that the organisation 
of group visits from different 
countries has so many advan- 
tages to those participating, that 
others would like to know that 
already plans for such visits have 
been made in a number of coun- 
tries. Im one country, it is pro- 
posed to charter one or more air- 
planes, while in another a travel 
bureau is making the necessary 
arrangements. In some _ cases 
students and apprentices are 
coming over in groups. 

By arranging organised parties 
of this character visitors can 
form helpful social and business 
contacts and can also be sure of 
satisfactory travel and accommo- 
dation facilities. May I urge 
members of trade associations 
and organisations, particularly in 
overseas countries, to consider 
getting together in this way for 
their mutual benefit. 

The organisers of such group 
visits may be assured that they 
will receive all possible co-opera- 
tion and help from the exhibition 
committee, for it is their aim to 
make IPEX this year a success in 
every possible way — socially, 
commercially, and technically. 

Joun O. CRABTREE, 
Chairman. 
Association of British Manu- 
facturers of Printers’ Machinery. 


. 
TV costing on 
* 
BBC basis 

* > . s 
is ‘unrealistic 

Sm,—As one of your early 
contributors on the subject of 
commercial TV I have been read- 
ing the recent statements appear- 
ing in ADVERTISER'S WEEKLY 
with the greatest interest. Some 
writers have clung firmly and 
safely to the obvious but some, 
particularly where they have 
spread themselves in the matter 
of costs on commercial TV, have 
been wrong. 

Quite recently I checked over 


some figures given by one of the 
writers regarding the estimated 
cost of film _ editors. 
laughter is still ringing down 
Wardour Street. 

This is not to criticise the 
policy which you have been 
observing, to open your columns 
to all who have, or think they 
have, something to say on the 
subject ; indeed such ventilation 
of opinion can do nothing but 
good. 

Because of this policy you are 
all the more to be congratulated 
on the well-informed and ex- 
tremely well - advised article 
which appeared in ADVERTISER'S 
WEEKLY on January 6 under the 
name of Don Archer. 

I have not the pleasure of his 
acquaintance, although I know 


THIS WEEK 
Copytaster selects his prize- 
winning advertisement for 

1954—page 78. 

NEXT WEEK 
The GEC market research 

department in operation. 


him by repute. However, from 
my own experience in television 
both in America and in this 
country I urge all prospective 
TV advertisers to read his article 
and to believe what he says. 

It is sound common sense. 

Costs which heretofore have 
been based on BBC finance are, 
as he says, unrealistic. Small 
stations could be, as he recom- 
mends, gold mines. Goodwill, 
as he observes, is more than gold, 
and imagination more valuable 
than any amount of equipment 
placed in the wrong hands. 

Mr. Archer may well have 
drawn his bow at a venture when 
he went to America some years 
ago but what he has now written 
shows how fortunate we are that 
he has returned to this country 
at this time. 


NEAL ARDEN. 
The Savage Club. 
Pleasant’ whisper 
Sm,— Since reading Roger 


Darcy's article on the abuse of 
exclamation marks in advertise- 
ments, I have been on the look- 
out for further examples. 
Leading the field to date is a 
Tide half-page which boasts no 
less than 31. When so many 
shout, how pleasant to come 
across the odd ad which merely 
whispers. 
H. S. Baker. 
Petersfield Close, N.18. 


ADVERTISER'S WEEKLY 


And the orders 
poured in! 


Sir,—You may like to know 
that the columns of your paper 
are so well read that this fact is 
actually causing us a little em- 
barrassment! 

In your January 6 issue you 
kindly reproduced part of a press 
release of ours about new Alpha- 
bet Tracing Sheets which has re- 
sulted in a large number of 
orders arriving in our mailbag. 

Unfortunately, none of these 
orders includes the cost of pack- 
ing and postage—6d. per set. In 
order to give the trade as much 
benefit as possible from these 
sheets they are being sold at a 
figure far below the total of all 
production costs. In view of this, 
subscribers are being asked to 
bear a small proportion of pack- 
ing and postage charges in order 
to make the scheme practicable. 

P. C. ALLEN 
Publicity Department. 
The Monotype Corporation, Ltd 
54, Fetter Lane, London, E.C.4. 


‘Croydon Advertiser's” 
new press starts 


Several hundred people from 
the press and advertising saw 
Mrs. E. M. Stiby press a button 
and start the new Croydon 
Advertiser Scott-Vickers news- 
paper press rolling at the paper's 
new works last Monday. Mrs. 
Stiby, the sole surviving child of 
Jesse Ward, founder of the 
Croydon Advertiser, was invited 
to start the new machine by her 
son, A. R. C. Stiby, chairman and 
managing director of the firm. 

The press printed and de- 
livered a special souvenir issue 
for the occasion, copies of which 
were distributed to those present 
as soon as the machines started. 
The guests were then invited to 
inspect the plant and afterwards 
went to a reception at the Grey- 
hound Hotel, Croydon. 


Walkers 


MANCHESTER | 
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WOMAN'S ONT 
(2,246,752 | 


AUDITED NET SALE (JAN-JUNE 1/954) 


DV) RUSE KL 


Whatever the size of your appropriation, 
if your product sells to women, 


WOMAN’S OWN is an indispensable 


a Ne Eyed. a 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, 
: TOWER HOUSE, SOUTHAMPTON ST., LONDON, W.C.2. TEMple Bar 4363 (40 lines) 
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lhe presence of your Advertisement 
in the Special Jubilee Number 

of Woman and Beauty is cordially 
invited for inclusion among the 
galaxy of advertisements appearing 
in this memorable issue. 

Your co-operation in reserving 
space at the earliest possible 


opportunity will be appreciated. 


ISSUE DATED APRIL 
PRESS DAY FEBRUARY 


WOMAN and 
BEAUTY 


Britain's leading Beauty and Fashion Magazine 


10th 


A.P. PUBLICATION 
2/- MONTHLY - PAGE RATE £150 


A. W. BURNETT, Advertisement Director, 
The Amalgamated Press Ltd 
"> 


he Fleetway House, Farringdon Street, London, E.C.4, 
CENtral 8080 
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INTRODUCES YOUR 
PRODUCTS TO THE 
HOMES OF 


NORTHERN 
IRELAND 


Vol. 167 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 
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The Organ of British Advertising 


‘Phone: Chancery 8844 


55/- Overseas 
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ADVERTISER'S WEEKLY 


~ Belfast || 
| Telegraph 


INTRODUCES YOUR 
PRODUCTS TO THE 
HOMES OF 


j NORTHERN 
IRELAND 


‘Woman’s Sunday Mirror’ 


AD PLAN FOR 
JANUARY 30 
LAUNCHING 


The Mirror Group have an- 
nounced that the launching date 
for the “Woman's Sunday 
Mirror” will be January 30, as 
exclusively forecast by “Adver- 
tiser’s Weekly” last month. 

Aiso announced are the nation- 
wide promotion plans for the new 
paper. Main launching platform, 
say the Mirror group, will, of 
course, by the Daily Mirror. Yes- 
terday (Wednesday) the Mirror 
made its first announcement of 
the paper in a panel which occu 
pied over 60 column inches on 
the front page 


Press ads, posters 
In addition the group’s m 
weekly Reveille will Carry half- 
page advertisements 
4 large poster campaign is due 
» open on January 24, concen- 
trating on London and provincial 


buses, London tube trains and 
stations, and main line stations 
Provincial press advertising 


starts on January 21 Three- 
column x 11 in. spaces have been 
booked in the leading provincial 
evenings, dailies and weeklies 

Two of the key promotion lines 
will be: “The Paper with a 
Twinkle in its Eye” and “We 
Know You're Busy on Sunday 
Mornings—so Order Your Copy 
in Advance.” 

James Eilbeck, editor of the 
new paper, has given some details 
of Woman's Sunday Mirror's con- 
tents. Its 20 pages will carry 
women’s news and pictures, 
human features”; fashions, in 
cluding knitting and dress pat 
terns; gossip; true-life stones 
with strong woman-appeal; ad- 
vice pages ; and fiction, including 
serials 


Exhibition in Dublin? 


The Publicity Club of Ireland 
has appointed a sub-committee. 
with Liam Boyd as chairman, to 
examine the practicability of 
organising an advertising and 
publicity exhibition in Dublin in 
the autumn 


ITA’s advisers on 


advertising 


hold first meeting to-morrow 


COMMITTEE WILL SUBMIT TV CODE: 


R. A. BEVAN MAY BE CHAIRMAN 


A LL the bodies on the Independent Television Authority's 
advertising advisory committee except the Code of Stan- 
dards Committee have now appointed their representatives, 
and the first meeting will take place to-morrow (Friday) 


afternoon. 

Likely candidate as chairman 
of the committee, to be elected 
then, is R. A. Bevan, chairman 
of S. H. Benson, Ltd. Mr. Bevan 
will be one of the two repre- 


Institute of 


sentatives of the 
Practitioners 

in Advertis- 
ing. Function 
of the com- § 
mittee is to # 
advise both 
the Authority 
and the pro- 
gramme con- 
tractors on 


“ 7 
theprinciples Hii 
to be  fol- 
lowed with 
regard to ad- 
vertisements R. A. Bevan 


included in 
the programmes and also in -any 
ITA publications 

It will also submit to the ITA 
a code of standards for the adver- 
tising of foods or services, par- 
ticularly for medical or surgical 


purposes. 
As the Code of Standards Com- 
mittee have not yet reached a de- 


wbridges use 


cision on their representative on 
the ITA’s committee. their chair- 
man, G. R. Pope, assistant mana- 


ger of The Times, has been 
appointed to represent them at 
to-morrow’s meeting 


Bodies represented on the com- 
mittee, and their representatives, 
are 

Advertising Association 
W. Needham (director 
tising, 
and 


Leslie 
of adver- 
Beaverbrook Newspapers), 
chairman of the AA’s ad- 
vertising investigation department; 
Leslie Room, director-general 
Institute of Practitioners in 
Advertising R. A. Bevan, a 
member of the IPA council and 


@ Continued on page 64 


CDC 


Under its newly ele cted chair- 
man, John Win i, the Adver 
tising pal ree Club De 


velopment Committee to meet 
at the Manor House Hotel in 
Leamington Spa on Saturday and 
Sunday. Hosts are the Coventry 
Publicity Association 


Million target of 
‘Sketch’ drive | 


An all-out circulation drive for 
the “Daily Sketch” has been 
lauached. Target is a sale of one 
million by April 1. 


Stuart McClean mana 
irector of Associated N 
papers Ltd., told Apvertises 
WEEKLY that this wouid 
a 124 per cent increas 

A heavy publicity can 
planned. Newsagent 
told by trade press advert 
“We will spend the moncy n 
matter how much is required t 
achieve a 1,000,000 sale by Ma 


by advertising in the pres 
3 
the hoardings, door-to 


distribution inything a 


door leaflet 


{ ch the ta l 
irgzet you will incre 
by the end f Ma ! 
ws for every quire t A 


MAY REACH RE-PL ATINENG VE RDIC T 


The ¢ mittee it 
reach a = cision on the matter 
of reorganisation which have b ] 
discussed by t lut ind by the 
recent meetings of the CI The 
delegate will be itertained 


dinner by the directors of the 
Telegraph 


Coventry fF 


veniney 


=f 
oo 
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ADVERTISER'S WEEKLY 


Board of Trade to 
revise retailer 
statistics scheme 


19,000 REQUESTS 


The President of the Board of Trade has 


written to 19,000 independent 


them to supply, in confidence, their monthly 


sales figures. 

This is a large-scale extension 
retailers who have been 
formation since 1946 


large-scale retailers, department 
organisations, and co-operative soc 
Discussions to this end 


are tak 


Retail Distributors’ Association, the 
ber of Trade, the Multiple Shops fF 
Co-operative Union 

In a folder sent to the retailer 
that both they and the Goverr 
from the information obtained 

The figures will provide market 
trader himself both in general ar 
of the distributive trade The ‘ 
stick against which he can mea 
own business They will 


organising the production and 
goods, and they can pr 
associations with 

about the movement 


vide trade 
informat 


n the trade 


of their members 
For the Government they can 
provide help in estimating con- 


sumer expenditure 
on clothing 
household goods 
build-up of the national income 
estimates as a whole 

Separate index figures will be 
published for each of 20 kinds of 


particularly 
footwear, and 
and also in the 


business——-grocers, men’s wear 
chemists, etc Code numbers 
will be used to ensure that the 


information supplied will remain 
confidential 


Gee’s TV office 


for London 


Gee Advertising, Ltd. the 
Leicester agency with branches in 
London, Leeds and Manchester, 
are to establish a commercia! 
television department in their 
London offices 

A special preview will be held 
in Leicester next Wednesday to 
show clients the progress that has 
been made so far, and it is hoped 
to exhibit the same material in 


Leeds and Manchester later 
As announced recently, the 

agency has moved to new and 

larger accommodation in both 


London and Leeds 


USA CONVENTION 


The Advertising Federation of 


America is holding its golden 
anniversary convention in 
Chicago from June 5 to 8. 


Enquiries for bookings are being 


handled by Elon G. Borton, 
Advertising Federation of 
America, 330 West 42nd Street, 


New York 36 


voluntarily 
The Board are also considering 
improving the panel of contributing firms among the 


relies 


d in 


MAILED 


retailers asking 


of the panel of 
supplying in- 


stores, multiple 
ng place with the 
Drapers’ Cham- 
ederation, and the 


is pointed out 
ent will benefit 


intelligence to the 
various parts 
| give him a yard- 
the success of his 
nanutacturers in 
ribution of their 


FIRST AGENCY 
JOINS ASFP 


Dorland Advertising Ltd. have 
been elected associate members 
the Association of Specialised 


Film Producers. They are the 
first of the advertising agencies 
with TV film departments to 


ipply for membership following 
1 recent invitation extended by 
ASFP 

ASFP has commenced negotia 
ions with British Actors’ Equity 
Association for an agreement to 
the engagement of artists in 
he production of TV commer- 


Cover 


cials A meeting with Equity 
was held last Thursday with re- 
presentatives of the Institute of 


Practitioners in Advertising pre- 
sent as observers. A further 
meeting 1s to be held to-day 


(Thursday) 

Negotiations for an agreement 
covering artists engaged in TV 
programme films are also in hand, 
state the Association 

A series of meetings for mem 
bers of the Association and others 
handling the professional aspects 
of TV film production are also 
being organised by the ASFP 
First of these meetings will be 
held on Monday, January 24, 
when the president, Frank A 
Hoare, will give a report on the 
Association's activities in the tele 
vision film field. Tickets can be 
obtained from the ASFP 
tary, L. G. Parker 


secre- 


Step-up in Scotland 


The advertising, printing and 
publishing industry in Scotland 
received £105 800 worth of new 
capital in company registrations 
in 1954, against £78,250 in the 
previous year 


L. W. Needham 


Roger Diplock 


Dr. ¢ 


@ Continued fr ge 63. 


Drummond Armstrong 


H. F. Chilton “ 
Above: Some of the men who will advise the ITA on advertising. 


JANUARY 


13, 1955 


Alan Whitworth 


Stewart Ross 


Advisory panel for commercial TY 


chairman of sion, film, 
and radi ommittee ; 
Drummond Armstrong, director 

Incorporated § of British 
Advertisers : H. F. Chilton, pub- 
licity manager cks, Ltd., 


execulive comm 
chairman of the 
television comn 
worth, director 
Retail Trading 


ciation 


ember and 
\ radio and 
Alan Whit- 


irds Asso- 
Roger Diplock, director 


British Medicai ociation 
Dr. Guy Dain, « member. 
British Denta sociation 


W. Stewart Ross. 


Pharmaceutical Society : F. W. 
Adams, secretary and registrar 

Ministry of Hea Virs. Janet 
A Hauff, an ass secretary 
principally concerned with phar- 
maceutical matte Formerly 
copywriter with Yardiey & Co., 


Ltd., and on the publicity staff of 
McColl’s Publishing Co 


To discuss procedure 


The advertising advisory com- 
mittee may, if it thinks desirable, 
suggest further bodies to be 
approached by the ITA 

An ITA spokesman said that at 
to-morrow’s meeting, which will 
be held at the offices of the Arts 


‘OLD BEN’ GRANTS 


Sir Frank Newnes, president of 
George Newnes Ltd., is to be the 
Festival chairman of “Old Ben” 
for 1955 

At the December meeting of 
the committee of management of 
the Institution grants were made 


in 64 cases amounting to 
£1,422 13s In addition, 221 
Christmas gifts were authorised 


totalling £647 


Council, the new committee will 
discuss principles and procedure 

Although the Authority has 
power under the Television Act 
to depart from the recommenda- 
tions of the committee if they 
conflict with its statutory obliga- 
tions, its general duty is to comply 
with them, and to ensure compli 
ance by the programme con 
tractors. 


Newsreels: ITA 
deny approach 


The four programme contrac 


tors are maintaining a strict 
silence about the “specialist 
organisation” which, according 
to the Independent Television 


Authority, will operate the com 
mercial TV news service. 

Asked whether the contractors 
are planning such an organisation 
and will submit their sugges 
tions to the ITA, Philip Dorté 
who produced “War in the Air” 
for the BBC and is now a senior 
executive with the Norman 
Collins commercial TV organisa 
tion—said “It would seem a 
very sensible thing to do, but it 
is far too early to say anything 
definite at present.” 

Meanwhile, the ITA has issued 
a statement denying a report (not 
in ADVERTISER'S WEEKLY) that it 


has made an approach to the 
Newsreel Association for the 
supply of newsreel material 


“The day-to-day responsibility 
for operating the news service will 
be in the hands of a specialist 
organisation, the exact form of 
which is still to be decided,” state 
the ITA. 

This 


organisation would be 


under contract to the Authority 


RED 
BBasce 
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LATEST ABC FIGURES 
SHOW LITTLE CHANGE 


Little change either way is revealed in the Audit Bureau of 
Circulation’s figures for newspapers and periodicals for the 


65 


July to December. 1954 period, which are now being 
announced. In a number of cases, where the figures are below 
those for the first half of 1954, they are still higher than those 
for the second half of 1953. 

Among newspapers which have ABC figures for the whole of 
egistered a steady increase is the 1954 are returned fof the follow 
Observer base figure for which jng papers (the 1953 figures are 
cu * ys « noe gar — given in brackets): Clare Cham- 
1954. and 499852 six month, ion. 15,804 (15,660); Galloway 
pa ’ icant 3 News, 10,691 (10,136); Southern 

‘ ! Motorine’s ABC figure Star, Ireland, 13,664 (13,731); 
; 39.633, as compared with the West Cumberland Times, Wed 
certified, but not ABC, figures of nesday edition, 7,824 (8,031), 


14,844 (14,875) 


figures announced 


36. R7R Saturday edition, 


for January to June, 1954, 


and 34.796 for the second half Circulation 


f 1953 to date are 
July-Dec., Jan.-June, July -Dec., 
1953 S4 1954 
Wolverhampton Chronicle 23,252 21,518 
Methodist Recorder 87,860 88,652 89,197 
Home & Country 128,827 130,950 133.196 
Beet Grower, Dublin 26,313 28,824 27.326 
Far East Trade 3,725 3,725 3.950 
Farmer's Journal 26,429 26,971 27,828 
Manchester Guardian 137,921 146,242 146,048 
Observer 499, 85> $34,752 §43,543 
Dunfermline Press & West of Fife 
Advertiser 21,447 21,828 21,810 
Fife Free Pre 19.663 20.154 20,300 
Tyrone Constitution 8,625 8.817 8,915 
Strabane Weekly News 2.575 2,627 2.684 
Tyrone Courier & Dungannon News 7,274 7,310 7.382 
Drogheda Independent 15,664 16,099 16,200 
Vanchester Evening News 334.148 334.44? 334.156 
Chorley Guardian & Leyland Adver- 
fiser 17,016 17,759 17,681 
Grantham Journal 20,349 20,524 20.561 
Loughborough Echo 18.668 18.952 18,956 
Vorecambe & Hevsham Visitor 21,659 21,601 21,862 
Walsall Observer & South Stafford- 
shire Chronicle 44,602 45,568 45,763 
West Somerset Free Press & Mine- 
head Advertiser 9.873 9.674 9.685 
Tottenham & Edmonton Herald 
Series 43,732 44,704 44,518 
Eastern Daily Press. Norwich 51,880 §2. 582 $3,673 
Eastern Evening News, Norwich 61,665 §9.694 62.352 
Express & Star, Wolverhampton 192,037 190,852 
Coalville Times 8.974 9.158 9.658 
Vaidenhead Advertiser 13,354 13,766 14.050 
Viddleton Guardian Series 11,050 11,149 11,342 
Nor h Mercury Series 70,667 71,539 72,585 
R lale Observer Series 78.964 79_2RR 78.367 
sraflord Newsletter 12,191 12,700 12,949 
“ rron Express & Bucks Weekly 
News 6,280 6,412 6,423 
rn Football News, Norwich 58.123 55.766 58.991 
ng Star, Wolverhampton 130,181 129,83] 
Manchester Guardian Weekly 37,864 9,971 38.211 
Golf Monthly 9,915 10,066 9,929 


Kemsley man’s tour 

R. B. Smallpage, general adver- 
tisement manager of Kemsley 
Newspapers Ltd., left for America 


Rank film talk 


In one of a series of talks that 
the J. Arthur Rank Screen Ser 
vices Ltd. are giving to clubs and 


by air yesterday (Wednesday). He Chambe f a 
intends to visit several of the ambers of Commerce through- 
principal American newspaper °* the country, Neal Kirby, an 
publishing centres, including ®°°Ount executive, addressed the 
Chicago, Milwaukee, Boston and Sheffield Junior Chamber of 
New York Commerce. Mr. Kirby was asked 
It is expected that he will return for information about every 
to this country about the middle aspect of work done in the 


of February 


medium by the group 


Twelve months ago Fords Adver- 
tising Litd., ristol, reated and 
produced a counter or window dis- 
play unit in yellow, grey, red and 
black for Kay's Warfarin mice 
killer. It was so successful that it 
was decided to adopt the basi 
design for the packs The picture 
shows the successful show-card with 
the re-designed pack 


‘Sunday Times’ 
rates raised 


From March 1, display advertis 
ing rates in the Sunday Times 


will rise from a basic rate of 
£15 s.cu. to £16 

This change, state Kemsicy News 
papers, Ltd., is the result of 
increased production and news- 
print costs since 1950, when 
the present rates were imtro- 
duced 

The Sunday Times has reached a 
record sales figure in excess of 
600 000 copies weekly (as COmMm- 
pared with 577,869 for 
January-June, 1954) 

The new rates, it is claimed, will 
give a lower cost per inch per 
thousand copies than when 


the existing rates were put into 


operation Make-up changes 
are also announced which will 
slightly affect column widths 
for some special positions 


ADVERTISER'S WEEKLY 


The Story 
of British 
Advertising 


Te coincide with the Advertising 
Association Conference in 
May, ADVERTISER S WEEKLY is 
to publish a special supplement 
—“Advertising To-day and To- 
morrow.” 

In addition to a series of articles 
forecasting the future develop- 
ment of advertising in Britain, 
the supplement will include the 
Story of British Advertising. 

Material is now being gathered 


by our Mainly Personal 
columnist, “Contact,” who is 
appealing for readers’ co- 
operation. 

if you have any records of inter- 


esting, little-known or out-of- 
the way events or achieve 
ments, arresting or amusing 
anecdotes, pictures (preferably 
informal) of notabilities and 
others, striking or odd copy. 
freak art work, “howlers,” 
plagiarisms, legal pitfalls, 
stunts, examples of initiative or 
lack of it, successes or “flops,” 
and sidelights on personalities, 
please send them as soon as 
possible to: “Contact,” 
ADVERTISERS WEEKLY 180 
Fleet Street, London, B.C 4. 

All material will be returned if 
required. 


Nuvenda on show 


Since January 3. circulation 
managers have been visiting the 


Mandeville Hotel, W.!, where a 
newsvending machine the 
Nuvenda, is on show T he 
machine, which is manufactured 


by Price & Edwards Engincering 
Ltd., will be there until Saturday 


Better understanding of medium 


is Television 


The rules and the committee 
for the Advertising Agency Com 
mercial Television Circle were 
confirmed at a dinner at Kettners 
on Monday 

Dan Ineman (Young & Rubtr- 
cam Ltd.) was elected chairman 
and Allan Blomfield (W. S. Craw- 
ford Ltd.) vice-chairman. K. G 


Macqueen (Lambe & Robinson 
Ltd.) and Drew Farrish (Greenlys 
Ltd.) were appointed joint hon 
secretaries and Leonard Garland 
(Garland Advertising Service) 
treasurer The remainder of 
the committee is: Philip Mellor 
(C D Notley Advertising 
Ltd.), Henry Hull (Lambe & 
Robinson Ltd.), Kenneth Wright 
(Fveretts Advertising Ltd.), Barry 
Barron (McCann-Erickson Adver- 


tising Ltd.), P. Jackson-Feilden 
(Masius & Fergusson Ltd.) and 
I J Adnum  (Snottiswoode, 


Dixon & Hunting Ltd.) 
Objects of the Circle will be to 


Circle’s aim 


provide for advertising agency 
television executives, discussions 
lectures, meetings and conferences 
to promote a better un ferstanding 
of commercial television , to keep 
members informed of trends and 
advances of commercial tele- 
vision ; to aim constantly to im 
prove the standards of commer 
cial television, to liaise with 
other associations and organisa 
tions; and to uphold the codes 
of standards that may be laid 


down and generally agreed and, 
where necessary, to advise or sug 


gest additions or amendments to 
maintain a high standard of 
practice 

Membership will be open to 


those continuously employed in a 
senior capacity in the commercial 
television activities of a recog- 
nised advertising agency 

Annual subscription will be two 
guineas. Next dinner of the Circle 
will be held in a month's time 
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Transport advertising opens ‘challenge 


to all media’ drive 
AD MEN TOUR BTC SITES IN LONDON: 


Viewing the sites on an escalator at Waterloo are (bottom to top) C. A 
Baucut (Cerebos Lid.), George Dodson-Wells (commercial advertisement 
ificer, British Transport Commissior iu Newton (governing director 
1. W. Newton Ltd.), Dudley Turner (Du Turner & Vincent Lid.), C. A 
Colville (Esso Petroleum Co., Lid ” i. R. Jullens (A. W. Newton Ltd.) 
Glasgow 


‘Great influence’ of publicity men 


The valu rf 


good publicity to t influence they can bring to 
every Gov ' was emphasised towards furthering or destroy 
by (¢ fer the Rt. Hon. T. D building up or demolish 
( t h MP Parhan tury putations he said 
It is clea 


ble results are to be achieved 
and national govern 


Becaus sublic opimon does 
\ nd r-Secretary of > te for Scot 1 idn + stion it is important 
“= nang 4 addressed Glasgow should be sane and well 
Pu y Clu ed explained Commander 

As a politician I treat publicity Ga th. 

experts with the greatest considera We are helping towards that end 
ion and respect, tor I recognise th ’ me we speak or write or 

ay “ In a fair, honest and 


med manner, and we are hinder- 
> oT r tir . . . re} ¢ v4 
> ‘i g every time we are prejudiced 
Adve rtis ns piteful or merely juvenile 
: 
Diary 


“Oo ? 
Friday, January 14 London 
PUBLICITY clus or GLASGO™ z “ 
luncheon mecting D. Stephen or Ballot for TV trips 
Tt Golden Ea Grosvenor : 
Restaurant. 12.55 pm B se only cight members will 
me v . . LEICESTER i wed on each of two “Litt 
uncheon mecting Sir S. Taller j vs to the television studios 
on “The Art of Public Relations 11 Lame Grove on January 25 and 
. nel “iceste 2” pa A 
i —_ | is f ary 22, the 16 places will be 


Saterday, Janwary 15 


ADVERTISINE ASSOCIATION cm J for at next Monday even- 
meeting Manor House Hotel rs meeting of the Publicity Club 
Leamingston Spa f London 

Monday, January 17 

PUBLICITY 8 OF LONDON mecting Manchester 

D. Galvani on Selling Without elena teeta 

Salesman Waldorf Hotel. 6 p.m ° ° ° 

Teesday, January 18 Ladies night 

Rit nT ADVER wo Lun recture 

Col. M. J. Buckmaster on “‘Pubi Th Manchester Publicity Asso- 
Relations 6.30 pm ciation will hold its annual ladies 
PUBLICITY CLUB OF LEICESTER lecture nd dinner dance at the Mid 


A. Fifer on “‘Reproduction——Litt land Hotel on February 18 
graphic Printing and = discussnor 
Adult Education Centre, Belvo Leeds 

| Street. Lemester 7pm 
PACKAGING EXMIBITION opens S k ff d 
Ovmps peakers offere 


( Wednesday January 1° 
ira lecture ‘ N. Barton on 


A letter signed by S. J. Minson, 


} Screen Advertising Britist honorary secretary of the Publicity 
Council Theatre. 6.30 p.m Club of Leeds, which appeared 
j EXHIBITION ' TMSPLAY AND SCREF* recently in the local press said: 

| eee a p = 7 Many people do not appear to 
| Geevennt Greet Cliensnsiontes apprec.ate the correct function and 
(ew usefulness of advertising. There 
{ ADVERTISING CLUB OF OF PORD mee’ have been many criticisms, chiefly 
‘ing. R. Holland on “Direct Mail on economic grounds, but the 
} is Advertising City : estaurant advertising profession has an 
‘4 ‘ ~—¥ = a 6.3% pm answer. The Publicity Club of 
{ vs So > rae Leeds has a panel of speakers who 
(eves luncheon meeting. Spesker are prepared to address any organi- 
> Captain G. F. Bennett Crown sation which will provide a p atform. 


Hote Newcastic-upon- Iyne 


They should contact me at the 
“Yorkshire Post.” Leeds, 1.” 


APPEAL 


IS MADE FOR NEW IDEAS 


A drive to capture a bigger percentage of the annual 
expenditure on advertising has been launched by the British 


Transport Commission. 


First move took place last week when nearly 80 advertisers 
and their agents, clients of A. W. Newton Ltd., the advertise- 
ment contractors, were conduced on a tour of British Trans- 


port advertisement sites. 
Speaking at a luncheon which 


followed at the Charing Cross 
Hotel, J. H. Brebner, public rela- 
tions adviser to tne British 
Transport Commission, said he 


hoped that what the Commission 
were doing to develop interest in 
their sites would lead to “an 


Oxford 


30th birthday 
celebrations 


At the 30h birth yarty of the 
Adv ng Club of Oxford, P. G 
Eliot Warburton, pr nt of ISBA, 
pr »posed the toast club 


H said that 
‘outpost of 
jungle of dons” b 


adver 
recast that 


the time wou'd cor when adver- 
tising would be c  t the fore- 
front of the comn« ssault that 
Britain must to hold 
her position Clu is Oxford 
could do much t - oogn) 
lion ol advertisit fore the 
eaders of to-morrow’ who were 
passing through the rsities 
The president of the Oxford Club 
H. Clarke-Scholes 1; mbute to 
the presence at th ration of 


three founder memtx ll active 
in the club’s in vice-presi- 
dents E. Kingsley B Raymond 
Alden and Frank B 

At a subsequent n g of the 
club, Cecil Notley reviewed his own 
career, touching on much of the 
story of the adver g world of 


the period between the wars 


Wolverhampton 


Treasure hunt 


Direction to the guests at the 


Publici ub of W rhampton 
annua was Br wrdnance 
survey The n were used 
nd follow th maginary 
rule easure hu by means 
of clues set in crossword form, dis 
guising names of local places 
In brief... 
The Women’s Advertising Club 


held their annual party at which they 
entertained 48 elderly men and 
women Each guest received a 
personal present and a parcel 

A collection at uncheon mectimg 
and a donation from the Publicity 
Club of Ireland resulted in a gift of 
£20 for the Dublin Lord Mayor's 
Flood Relicf Fund The Pub 
licity Club of Leeds heard a talk 
by E. E. Preston on the history of 


the Publicity Club of London 


entirely new conception ot 
transport advertising in _ this 
country as a medium on its own 
merits and with its own code of 
ethics 

“We are going to come out and 
compete with all other media.” he 
continued. “ We are going to be- 
come imaginative. We recognise 
that we have got to provide ser- 
vice and unusual ideas for adver- 
tisers. Our aim is to give a service 
to advertisers and to sell the 
products. 

“You have seen the sites. | 
you have any ideas we 


will b 
pleased to hear from you 

For the tour, the party was 
taken by bus from the Britist 


Transport Commission’s adver 
tisement offices at Leicester 
Square to Waterloo _ station 
where they were shown examples 
of 3-D advertising. Outside the 
station examples of 16-sheet road 
sites were inspected 


Tube inspection 

A special underground trai 
was arranged to take the adver 
tisers from Waterloo to Charing 
Cross to enable them to see 
examples of sites now available 
on the tube 

Each guest was presented with 
a brochure giving details of the 
spaces available and facts and 
figures about passengers carried 


It stated that 71 per cent of 
women passengers travel on the 
lower deck and 62 per cent of 


men on the upper deck Each 
central London bus carries an 
average of 1066 passengers a da) 
On the underground 
carries about 500 
every day 

At the luncheon at the Charing 
Cross Hotel the guests were re- 
ceived by J. H. Brebner and 
A. W. Newton, governing direc 
tor of A. W. Newton Ltd. 


each car 
passengers 


Presentation to 


R. J. Cruikshank 


R. J. Cruikshank, director of! 
the Daily News Ltd., and until 
last October editor of the News 
Chronicle, was presented with a 
book signed by all the members 
of the staff at a luncheon in his 
honour last week 

Many who attended had beer 
his colleagues on the Daily News 
and News Chronic le for more 
than 25 years 
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ADVERTISER'S WEFKLY 


LAUNDERERS ARE TO LAUNCH ‘NEW MEDIUM’ 


£40,000 a year income may be 
spent on future publicity 


Ernest Barnes (righ!), advertisement 
director of Blandford Press trade 
journals, has completed 25 years 
connection with the company. 
This silver jubilee was celebrated by 
the presentation of an_ inscribed 
clock at Blandford’s annual staff 
party. The photograph shows the 
presentation by Richard Harman 
hairman and managing director 
From January | Mr. Barnes 
hecame joint managing director with 
Mr. Harman, who remains chairman 


Good packaging 


pays in USA 


A guide to goods for which 
there is an increased sales poten- 
tial in the United States has been 
published by the Dollar Exports 
Council 

Entitled What American Stores 
are Buying in the British Market, 
it includes the names of the resi- 
dent buying houses in_ this 
country and of their American 
and Canadian clients 

It reports that there has been 
a considerable increase in the 
demand for finer quality 
groceries, especially for biscuits 
and candies in lithographed tins 
or packages with attractively 
printed labels. There is a con- 
sistent acceptance of the finest 
qualities of toilet soap “especi 
ally where the manufacturers 
have developed impfoved pack- 
aging to meet the requirements 
of the market.” 

Men's shirtings sell well. as do 
the traditional type of damask 
napery for gift purposes. Sales 
of men’s shoes have increased 
and men’s socks are in good 
demand 

The booklet, which has been 
prepared for the American 
National Retail] Dry Goods Asso- 

ation, has a foreword by Sir 
William Rootes, chairman of the 
Dollar Exports Council. Copies 
will shortly be distributed to 
trade associations and Chambers 
f Commerce im this country 

Meanwhile British merchandise 
s in great demand for American 
stationed in Europe. A 
just published states that 
the US Air Force agency 
which operates retail shops at 
bases in Europe and North 
Africa, on the same lines as the 
British NAAFI, spent £5,892.857 
on British goods and services 
during the past year Retail 
merchandise was supplied by 216 
British firms 

See Comment—page 74. 


forces 
report 
AFEX, 


What is claimed to be a new advertising medium, operating 
on direct mail lines, is being introduced by the Institution 
of British Launderers. The Institution is offering to adver- 
tisers space on shirt- or parcel-stifiening cards which it is 
anticipated will be used by nearly all the 1,600 member firms 
when returning laundry to customers. 


A national distribution of two 
million cards a week is expected 
From the scheme the Institution 
hopes to realise some £40,000 a 
year, which may in the future be 
used to promote a_ collective 
laundry publicity campaign 

The scheme is expected to start 
on September | 

The cardboard § sheets will 
measure 8 in. by 14 in. and will 
be printed litho in anything up 
to four colours 

Circulation figures, broken 
down into counties and towns will 
be issued shortly. together with 
rates per hundred thousand 
Agency commission will be 10 per 
cent 

In due course advertisers will 
be supplied with information con 
cerning the type of homes receiv 
ing the cards 

The medium will be handled 
for the laundry industry by 
Evelyn Bowyer and Partners who 
will act as advertisement con 
tractors for the Institution of 
British Launderers »rincipal 
advertising consultant for the 
Bowyer organisation is Sydney 
Kendall, who recently became 
London manager of Wilson 
Advertising Ltd 

Facili.ies will be available for 
advertisers wishing to cover 
specific areas with the cards 
although minimum print order 
for each advertiser will probably 
be between 50,000 and 100,000. 


Barred products 


Advertisements for any com- 
peting product to the industry 
soap, detergents. and washing 
machines—will not be accepted 
State the Institute 

The cards will be available for 
coupon and other forms of gift 
advertising and it 1s expected they 
will also be used for cut-outs and 
games for children 

Introducing the scheme on 
Monday, E. W. Swetman, general 
secretary of the Institution, said 
“We think the scheme can be of 
benefit to both advertisers and 
launderers Laundries will 
receive stiffeners free of charge 
and it will bring in a_ useful 
income to their trade association 
which will be used for the general 
benefit of the industry.” 

Although rates have not finally 
been fixed it is claimed that the 
price will be little more than the 
postage cost involved in mailing 
a similar advertisement. In addi- 
tion the cards will be impossible 
to ignore and difficult to destroy. 
state the Institute 


Pearl & Dean 
in Glasgow 


Pearl and Dean Ltd. have 
opened a Scottish office at St. 
Vincent Sireet, Glasgow. In 
charge of advertising sales 
will be E. B. Rhead. 

Cinema trade affairs will be 
under the management of 
G. P. Roche, who has handled 
this side of the business for 
® & D for the past two years. 

The offices cover an area of 
2,000 square feet. 


Board output 
up this year 


British paper and board pro 
duction is expected to exceed the 
record figure of three million tons 
when the final statistics for 1954 
are issued 

In 1955 board production will 
be increased by the new machine 
brought into peration _ last 
autumn at the Warrington works 
of hames Board Mills 

This machine, with a capacity 
of 40,000 tons per annum, will, 1 
is hoped, help relieve the 
shortage of packaging materials, 
but even with this substantial ad- 
dition the shortage may 
continue 

The new machine is part of 
a big expansion programme 


overall 


Fords, Bristol. 


open up 
in London 


Fords Advertising Ltd., of 
Bristol, are planning to set up a 
chain of area units with offices in 
key positions throughout the 
country. First step is the setting 
up of a London office and studio 
which will be 
opened on 
Monday, 

January 24 

David Dai- 
ley has been 
appointed 
chief execu- 
tive of the 
London 
office, which 
is in Shera- 
ton House, 

Great Chapel 

Street, W.1. 

Immediately 

after the war, Mr. Dailey 
Creative Advertising Artists 
becoming a director in 195, 
will be responsible for | 
after Fords’ interests in 
and the Eastern Counti 
new Offices throughout th 
will provide “on the 
service to clients and liais 
production with Bristo! 


Creative section 
Fords’ pomt of sale 
including such productions 

Ezyrex counter sellouts, 
cutout window advertisers 
Gripax counter 
available to a greater number 
users through these 
Vernon Wildgoose 
of Fords’ Bristol studio 
seconded to London | es 
creative section He ha 
working on the company s é 
tising and 
tivities, packaging 
moulding 


display “ 


ou ts 


also on its new a 


and plast« 


Sign proposal ‘a threat to amenities’ 


say Thames-side councils 


An application to erect a neon 


sign on the South 
“Eldorado 
high letters 
Union Cold 


advertisement 
Bank with the 
Ice Cream” in 13 ft 
and beneath them 
Storage” in 6 ft. letters is being 
treated by riverside borough 
councils as a senous threat to the 
amenities” of the Thames 
Southwark Council who 
received the application, have 
asked Lambeth and Westminster 
Councils for their comments. In 
the past there has been an under 
standing between the councils 
that they will refuse all applica- 
tions to erect neon signs with 
letters more than three feet high 
The Minister of Housing and 
Local Government, however, has 


words 


overruled them in three cases and 
allowed signs with letters five 
feet high to be put up. Recently 
he allowed an appeal by the Daily 
News Lid. against a Lambeth 
Council decision, giving permis 
sion to erect the word “Star” or 
Commercial Wharf with § ft 
high letters in double neon tubing 

Ihe borough councils have 
carned on a campaign to “ clean 
up the Thames,” clauming that it 
was in danger of becoming an 
“advertisers’ playground.” 

The application to erect the ice 
cream sign-—it would be 180 ft 
long—has not yet been considered 
by the appropriate commitices of 
the three councils, but they are 
expected to recommend a refusal 
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Pres . ; 
se 
resentation lo +7. &. W. Pearce to 
’ 7 ; 
J. W. Fraser + succeed Lumsdon 
74 : . . 
J. W. Fraser, for 24 years a direc T. G. N. Pearce, for six years > ol . les 
or of Samson Clark & Co., Ltd § chief advertisement manager of P. Kelleway S. J. Minson Pr. G. Birtle 
has retired from the board.” At Kemsley Newspapers Ltd. in 
eception at the firm's headquarter Manchester, is to succeed : 
n Mortimer St he was | Ernest Lumsdon as London Copy chief for FCB 
4 ented with a tek n yh advertisement director of West- —— 
: fellow directors, and other : minster Press Provincial News Philip Kelleway has i Foote 
: rom the chapels at Steves papers Ltd. Mr. Lumsdon will Cone & Belding Ltd chief 
: Mortimer Su be retiring in July from the posi- Mr. Kelleway has be Mathe 
Mr. Fraser joined Samson Clark tion which he has held for 11 ecw tens, “eoaghewante’e wenn 
n 1929 after servic with Lev years. Mr. Pearce will join the & Crowther Lid. since 194%, latterly 
Bre David Allen & ( h Westminster Press in April. Before s a copy group head here he 
Liverpool Pi ind Amals i coming to London Mr. Lums- worked on a vari ccounts 
Pre He was appointed h don was for 16 years advertise- At FCB Russell Suatep inues as 
hoard in 1931 and 1 ia ment manager of the Bradford creative director, w M Kelle- 
ompany’s mechanical departn & District Newspaper Co., Ltd. way responsible to him on ‘he copy 
7 ne ames uae Ser. E Rates ob SES Shy. side and Rex Williams, firector, 
=, handed over | responsi! ) m the art sid Max Aitken and his wife gave a 
H. C. Teck, who has been ; oe reception at the National Boat Show 
; ging th n new printing work wes al Trader Publishing * * + which was sponsored by the Dail) 
he Bay Tree Pres S nag Lid., following the retirement Express.” Here they are seen with 
t f d , H Benbow Elliott will not affec Ss. J. Minson, who | cen on Express editor Arthur Chris 
M Tuck nov f I { / Votor Cycle, of which A. F. de the staff ed uw over > is been tiansen (rig/i) 
ie ‘ m Clark t il depar Jonquet is advertisement director ippointec assistant isement 
bn nts in Lond dS nag is Of a number of other Hilf manager of the York Post and * * * 
* * * tions the Yorkshire Evenir \rt director Oliver Salman |) 
: * * * xen appointed to the board of 
; Warwick am, 50, Oe “pag john Oxley, BBC television " - David Macaulay Advertising Lid 
lid a ~~ : Os ' K “— lio manager, is leaving the Cor Richard Harris | n ap He has been with the company sinc: 
: pe “ ; call p on to join the Charies |} pointed to the newly-c post of ts formation 
d fle } =e “ Higham commercial TV organisa publicity executive x A * * * 
' prod = med aon 5 pre which, as recently announced Campbell Ltd. Hotw Bristol Mrs. June Hackett. wife of J. P. 
‘ : js H ' managed by BBC e-~ Mr Hi arris ~~ ong ; dver- Hackett, copy chief, S. C. Peacock 
. , PR fi } documentary writer obert sement stan Ol the ening Ltd has presented her husband 
Baume w Heuer tim ' Barr World for the past eis , 


with a son 


Gibson ‘clocks ‘in his ‘capacity OBITUARY - aes oan 


’ . e H. L. Marshall, of Tom ¢ 
Dorothy Steer d — Charles E. Mander Patrick Walsh Gough, the Birmingham agency 


I , , . Pp Lid rt +h : i , The death : has been appointed publicity man 
Re x i . yr ’ 4 ith occurred at his honx : he death mas occurred Patrick ager of Herbert Daniel Exhibitions 
this f Trae hes F aay of Chartes E. Mander valsh, Co-prop poe Oe Munster Ltd. He retains his connections 
dv ‘ who, until he retired in 1951, was Expres Waterford, | j In with Gough's 
ner dey ot Georg sdvertisement director of Amal journalism for 45 y Iped 
Newnes Ltd gamated Press. He was 74 and had to build up the Mur press * " 
* * « o with AP for 52 years which was one of the f mbers The engagement has been an 
John W. Fenn. “on of thn tal Mr M inder began his long career - the ioe Burc iu of ¢ itions nounced of Miss Yvonne Flather, 
managing director . E. Fenn, has = 3 : — ng = ay Har ~* te a. te - he ae a - 4 pes athlete elder daughter of Denis G. Flather, 
heer ppointed director of a "4 Sees tate rat - aoe ere af - thoy Gays and a ority joint managing director of W 
, Escoffier Ltd. Mr. Fenn joined th a ede ‘aes aden deen Bie ene thi brother of J.), Wana Flather Ltd. Sheffield, and Geoffrey 
ie ompany im 19582 ind was p ry Me rd at ~ waht He : - bn now h d oa the f on ris , “a te Batchelor, elder son of Lieut.-Col. 
v4 pointed sales manager in February - wel pyre cine ; — yoy oe tag he . a M. W. Batchelor, chairman of 
; ! yea Before his appoin nt <y oe a Sor A mae ted iri h  wecceses , ' Batchelors Peas Lid Geoffrey 
wits the cus a hie. Teen Gin of women's pubtications in 1921 ssocia is wst Batchelor is in the advertising 
issociated with the cup squash ind in 1940 the one Lord ¢ AFOSR department of the Unilever orgam 
. p d him the first advertise H. Holker sation 
division of Kia-Ora Lid . director in the history of > 2 
* + * \ gamated Press. Harold Holker ed rf he 
= — of Thoma < H nicrest in NABS dated from Norfolk and Suffolk J al and Alter eight years with the 
Birtles Lt advertising agency. who he day he attended its inaugural he Diss Express for ov ruarter O Kennedy-Brindley agency in Dub 
sas beer - andling the sales pro ’ > at the Cannon Street Hotel of a century, has died at the age in aS an account executive Philip 
motion for Pfizer Ltd. the Ameri » 1913 of 69 Fitzpatrick has joined the Black 
can ethical pharmaceutical manu Mr. Mander leaves a widow, two . rock Tailoring Company. Lid.. as 
facturers, since they opened offices ns and a daughter His eldest A\ : M. Eedell advertising manager Mr Fitz- 
in this country wo years ago. i mn, Stuart, is a director of George S patrick spent some ume with . 
severing his connections with th Newnes Lid Leslie is assistant William Mair Egdell, 79. chair Premier Advertising Lid. before 
company—by a friendly agreement idvertisement manager of the Sun- man of the National Newsagent Ltd joining O'Kennedy-Brindley. He 1s 
to work full time with his own lay Dispatch; and is youngest son since 1949. died recently now lecturer in layout, illustrator 
gency. C. R. B. Williamson ha Norman, who was killed on active j and display for the advertising and 
been placed in charge of Pfize service in Burma, was also in adver B A. Coo er publicity course at the Dublin High 
" " Sil , I School of Commerce 
saics promotion in rms country “es 
He has been marketing manager ,. W. Burnett, who was ass B. A. Cooper, edit f the * * * 
ance May last year and was pre : d with Mr. Mander for 40 years Drapers’ Record, aged 66. died las 
viously with Bengers d succeeded him as advertisemen Friday at the West Middlesex Hos tom Fenner, adveruusement repre 
lirector of Amalgamated Press, has pital ntative for Ideal Home, is_is 
* * said of hin wospital for an operation Thx 
Colin D. Perry has left the He was completely devoted to his M G Parker convalescent period 1s likely to keep 
J. Walter Thompson Co. produc ob He was endowed with many nae . him away from Fieet Street for 
tion department to become an qualities complete naturalness Maurice G. Parker. managing ‘Me months 
account executive with the Pepinean ability, and a sense of humour. His director of Maurice G. Parker Lid * ® * 
Studios agency in Singapore Ex- judgments were quick, cool and Birmingham, has died after a long A. J. Harvey has been appointed 
cept for two years in the Navy rational, and to those who served illness He founded his business export manager of Vantona Tex 
Mr. Perry has been with JWT since him on his staff he was just and over 30 years ago, and specialised in tiles Lid. He joined the company 
leaving school. He is 24 human trade and technical advertising n 1935 
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If you havea 
refrigerator 
tosell.... 


(or any 


other produc Fg. 


tinder y hr 


The I.1.P.A. Survey of 1954 revealed that 25%, of all 
adults living in homes where a refrigerator is used read 
the Daily Mirror. Nor was this all. The Daily Mirror 
numbers amongst its readers 39°(, of all adults with a 
T.V. set in their household, and 27% of all adults with 
a car in their household. This proves, once again, that 
today the only market worth bothering about is the 
mass market. For the Daily Mirror, with the biggest 
daily net sale on earth (it exceeds 4,600,000), is the 


world’s greatest mass market medium. 


Another thing advertisers should never forget is that 
when they advertise in the Daily Mirror they reach 
a massive percentage of young families with long 
buying years ahead of them. The Daily Mirror ha 


over 1,700,000 more readers under 45 than any other 


national daily. Moreover, it has the lowest square inch 


per thousand space rate. 


biggest daily 


sale on earth 
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Public’s ideas on advertising ‘30 years out of 


’ 9 
‘Good support 
for ad contest 

s 
say Layton’s 
* * 

An exhibicion of entries for the 
Layton Trophy contest will be 
held in the spring. C. & E. 
Layton Ltd., the organisers, have 
stated that there is good support 
for the competition from the 
larger advertising agencies, but 
that there seems to be “some 
apathy” from the smaller firms. 

The final date for entries is 
January 31 

The main trophy is to be 
awarded to the advertising agency 
producing the black and white 
advertisement which, in_ the 
opinion of the judges, is the best 
produced and published during 
1954 in any letterpress publica 
tion on sale in Great Britain and 
Northern Ireland. 

The trophy will be held for 
one year by the successful agency) 
and will be competed for 
annually 

In addition awards will be 
made in five specialised groups 

The judges will be E. J. Bigg 
(Institute of Practitioners in 
Advertising), W A. Cathles 
(editor, ADVERTISER'S WEPFKLY), 
Professor Richard Guyatt (Coun 
cil of Industrial Design), Ashles 
Havinden (Advertising Creative 
Circle), James Holland (Society 
of Industrial Artists) T. G 
Moore (past president, News 
paper Society), Wilson Philip 
(president of the Society of Typo 
graphic Designers), Mrs. Beatrice 
Warde (Monotype Corporation), 
and W. W. Weal (editor, World's 
Press News) 

Entries, marked “Layton 
Trophy,” should be sent to the 
Institute of Practitioners in Ad- 
vertising, 44 Belgrave Square 
London, S.W.1 


The new Trico-Folberth Lid. tra 
visit Brussels, Amsterdam and 
Trico range. After returning from 
London workshops for a rent 


Show 


Crene 


ana 


eluing-exnidition van 


Geneva 
(nen i 


A visit to Le Mans during the 1955 race is also planned 


Coco the Clown, who is 
in the circus at Olympia 
last and was present 
the 250-millionth bottle 
Owbridge lung tonic to come off the 
production line. He had a cold at 
1 time. Pouring him out a dose is 
Edward Owbridge Harland, a direc- 
the firm The presentation 
was arranged by Bill Gollings, of 
WwW. H. Goilings & Associates Ltd 
he company's agents, who is a 
friend of Coco's 


appearing 
went to 
party week 


wilh 


/ 


tor of 


Biggest Fair 


The third Leather Goods 
Industries’ Fair, to be held at 
Kensington Palace Hotel, Febru- 
iry 14-18, will be the biggest so 
far. There will be 150 exhibitors 


Packaging men to 


at exhibition 


The Lord Privy Seal, Capt. 
H. F. C. Crookshank, will open 
the Packaging Exhibition § at 
Olympia on Tuesday. The exhi- 
bition will be the largest ever held 
in this country, and probably in 
the world. Some 200 exhibitors 
will be showing the latest develop- 
ments in canning and packaging. 

The exhibition Fri 
day, January 28 

The Institute of Packaging has 
arranged a convention, consisting 


closes on 


wich , no 
It carries product i 
the van will De taken to th 
tour Italy visifing Turin 


every 


the 


date’ says 


Sir Miles 


FUTURE WAS NEVER SO BRIGHT, 
PUBLICITY CLUB TOLD 
“Advertising has let this job of public relations go by 


default for far too long.” 


Sir Miles Thomas, chairman of the Advertising Associa- 


tion’s public affairs committee 


often the public’s ideas 
about advertising had stuck at the 
thirty years he told 
the Pu Club 


Too 
level of Ago, 
i meeting of blicity 
of Sheffield 

In actual fact 
made by advertising 
accuracy, high 
social responsibi 
last thirty 
way, not great 
advances made with 
plane and the mo 

Sir Miles claimed 
had never been time when 
advertising had had so bright a 
future before it, or when more 
depended on using its resources 
as fully as possible. At the same 
time, what was n widely used 
must d better, more 


the advances 
n technique, 
standards, and 
during the 
were, in their 
than the 
the aero- 


years 


less 


Cal 


that there 


also be use 


meet housewives 


of a series of talks experts, in 
conjunction wit! exhibition 

Speakers and tl ibjects will 
be F. C. Hooper iging direc 
tor of Schweppes Lt n “World 
Marketing Conditions” (January 
19), J. J. Ferriggi of Shell Petro 
leum Co., Ltd., on “International 
Transport Hazards” (January 20), 

A. Paine of PATRA on 

‘Should the Product fit the 
Package ?“ (Januar 21) and 
G. D. Sanderson of the Metal 
Box Co. on Cutt Costs on 
the Packaging line January 26) 

A brains trust entitied “House- 
wives’ Choice in Packaging,” 
sponsored by the Women’s Ad- 
visory Committee of the British 
Standards Institution be held 
on January 25 4 panel of six 
packaging ques- 
tioned by ind Joan 
Robins 

On January 27 there will be a 
discussion on Impact 
of Selif -Service on Packaging. 
sponsored by the Self-Service 
Deve opment Associat n 

Press officer for the 
is Hereward Pt 
organised by Provincial Exhibi- 
tions Ltd.. in association with 
F. W. Bridges & Sons Ltd.. and 
in collaboration with the Institute 
of Packaging 


experts w be 


Ruth Dre 


. has given this warning. 


imaginatively and with a greater 
sense of social and economic 
responsibility. In this the adver 
tising profession itself had long 
taken the initiative. 

Organised advertising had 
always believed in self-discipline. 
In pressing for higher standards, 
in working out the codes that 
embodied them and in securing 
their acceptance by more and 
more advertisers, advertising 
agents and media owners, the 
industry had always been in 
advance, usually several years in 
advance, of parliamentary action. 

“When it comes to carrying the 
case for advertising to the general 
public,” Sir Miles said, “the clubs 
have a key part to play. Eact 
club has its natural sphere of 
influence in industry, 
and public life at the 
which opinions are for 
policies shaped.” It 
clubs, he who. 
local could 
schools youth groups 


commerce 
level 
med 
was 
with 
reacn th 


and the 


said, 
contacts 

the 
housewives 


Reaching industry 


Others who needed to under 
stand far more about advertising 
were to be found among 
12 million workers in industry 
These had to be reached throug! 
the individual business 
through industrial conferences 
and trades union lodges. Here the 
active help of those who are con 
cerned with advertising in industry 
could be hoped for Many of 
them were among the most 
influential and effective members 
of the advertising clubs 

All this meant a radical change 
in the outlook of some clubs 
was “a coming of age,” an accet 
tance of a wider responsibility 
would mean more work and more 
organisation, but it would, he 
believed, be repaid many 
over in the future of the cl 
movement itself There was 
surer way of bringing more of the 
right people in to membership 
and of interesting the rising 
generation in what the clubs were 
doing than in going to them and 
saying : “Come and help us, here 
is a real and worthwhile job 


the 


itseil 


It 
+ 
It 


tumes 


Advertising in DENMARK 


ef course POLITIKEN 


London Manager : FRANK L. CRANE, 69, FLEET STREET, LONDON, E.C.4. 


DENMARK'S 
FAMOUS 
NATIONAL 
DAILY 


Telephone CENTRAL 2811-2 
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1,287 ,061 gns.in 5days... 


At the last Newmarket Sales 1,287,061 guineas changed hands 
in five days. The buyers and sellers were almost all regular 
readers of The Sporting Life, and most of the horses, including 
Refreshed (30,000 gns.), Festoon (36,000 gns.) and Peerless Light 
27,000 gns.), had been previously advertised in this paper. 


Readers of The Sporting Life are exclusively men and women 
who take their racing seriously. They are wealthy. They spend 
freely. And they pay considerable attention to its advertising 
columns. 


In short this great sporting daily represents a buying potential 
which has no equal in this or any other country. 


ae 2 


HULL. ACRE HOUSE. LONG ACRE, LONDON, W.C.2 
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53’s PRINT 

1953 Ss 1 

"— eo ’ N 
SELECTIO} 
IS STORED 

Specimens of print selected for 
the 1953 annual print collection 
arranged by the British Federa- 
tion of Master Printers have been 
placed in two air-tight tinplate 
containers, hermetically sealed by 
F. A. Paine, packaging inquiry 
officer, Printing, Packaging and 
Allied Trades Research Associa- 
tion, and will be kept in one of 
the cellars beneath the Federa- 
tion’s headquarters in Bedford 
Row, London. 

The Federation president 
Geoffrey C. Griffiths, the chair- 
man of its public relations com- 
mittee, John Cheney, and Patra’s 
director of research, Dr. G. I 
Riddell, were present at the 
ceremony 

The specimens include book- 
lets, catalogues, calendars, folders, 
leaflets, showcards and posters, 
menus and letterheads 


Ine selection wa fucted y 
a panel of master printers: R. H 
Brown, of J. W. Arrowsmith Ltd 
Bristol 4 J}. G. Medcalf of Hunt 
Barnard & Co., Ltd., Aylest 
and J. Chet ft Cheney & Sons 
Ltd., Bar 


A pamphiet giving tnstructions 
i materia! printed 
in 1954 Its Mainabie Irom the 
Federation 


. . . . 
Competition entries 

At the Royal Horticultural 
Society's new hall next Wednes 
day, at 10 a.m., Lt.-Col. Alan M 
Wilkinson, IPA _ president, will 
open the Display Producers and 
Screen Printers’ Association's ex 
hibition of entries for their 1954 
competitions. The exhibition will 
last three days. 


One of the longest runs using Day-Glo daylight fluorescent litho inks has 
recently been printed for Rowntree by John Waddington Ltd Many bald, John Davis. K. N. Har- 


thousands of bus streamers using Day-Glo cerise and Day-Glo green were 
printed on a direct litho machine using standard rollers and drawn 
aluminium plates in the normal manner. 


BATH ABBEY .... 


ie 


’ 


—) 
x 
S. Shurman. 


J. Arthur Rank sets up 
regional office chain 


Full details of the reorganisation of the Rank screen adver- 
tising subsidiaries, forecast in ADVERTISER'S WEEKLY last 
week, have now been released. Regional or additional offices 
are to be set up in six centres throughout the country. 

The composition of the board Pemberton has been appointed as 
%§ directors of the recently an executive to dea! with tele- 
formed J. Arthur Rank Screen vision requirements 


B. H. Annett. 


R. Wright. 


Services, Ltd., is : J. Arthur Rank To facilitate services to pro- 
chairman), G. A. Holdsworth vincial clients ‘ al offices 
nanaging director), J. M. Archi have heen estab i at Birm- 
ild, John Davis, K. N Har- ingham, Manchest nd Bristol. 


ives, Mark Ostrer and K 


and additiona f s will be 
WINncKles. lb opened at Glasg Leeds and 
he » resnon- 
The company wi! e respon London. 


e for screen advertising, docu- 
entary films for industry, the oa " 
vision of commercial and Double directorship 
gramme material for te'e- R. W. M. W t has been 
yn, and for the provision of appointed adn r, with 


ve-Screen television § services responsibility f ¢ general 
for industry and otherwise administration of J. Arthur Rank 
[he national account execu Screen Service j and 


tives, J. B. Fitzpatrick, W. N He will be 


associated compar 


K y, and K. Lomas, formerly made a director of th Theatre 
loyed by Theatre Public Publicity, Ltd., { Screen 
Ltd., will now work for the 1 Audiences, Ltd., uy relinquish- 
pany. They will handle all ing his appointn secretary 


1ational screen advertising and and director of General Film 
documentary film accounts. R. Distributors, Ltd 


J. H. Piperno is t rk under 
Mr Holdswortt special 
assignments and p ction de- 
velopments on behalf of the 
group as a wi Patrick 
Matthews, studio iger for 
Condé Nast pub ons, has 


been appointed assistant to the 
managing director 

Theatre Publicity Ltd. will 
assume responsibility for all the 
business previously carried on by 
Langford & Co., Ltd. All the 
facilities and personnel already 
existent in Langford and Co. will 
be transferred to Theatre Pub- 
licity. 

The board of this company is: 
J. Arthur Rank (chairman), G. A. 
Holdsworth (managing director) 
and B. H. Annett, J. M. Archi- 


greaves, Mark Ostrer, S. Shur- 
@ Continued on page 120 


BRISTOL 


‘ a allied to the West Country 


EVENING POST 
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C. R. Casson is on 
new BSI council 


C. R. Casson, chairman of 
C. R. Casson, Ltd., is a member 
of the British Standards Institu- 
tion’s new advisory council on 
standards for consumer goods. 
Object of the council is to pro- 
vide two-way information on 
consumers’ views about the goods 
they buy 

Other members of the council 
are 

Chairman, Sir Roger Dun- 
calfe, president, BSI; deputy 
chairman, John Ryan, chairman 
of general council, BSI ; Colin P 
Baird, director, T. Baird & Sons, 
Ltd.; Lord Buckhurst; J. F 
Dixon, managing director, J. F 
Dixon, Ltd.; Miss Ruth Drew; 
Sebastian Earl, joint managing 
director, Selfridges, Ltd.; Roger 
Falk, director, Marketing Devel- 
opment Co., Ltd (ip association 
with Production Engineering, 
Ltd.); O. H. Frost, chairman and 
managing director, Robinson and 
Cleaver, Ltd.; R. P. Harding, 
managing director, George Hard- 
ing and Sons, Ltd.; J. D. Hiscock, 
assistant general secretary, Union 
of Shop, Distributive and Allied 
Workers; Graham Hutton; Miss 
Marghanita Laski; Ralph E 
Perring, chairman, London Bed- 
ding Centre; E. J. Riseley, manag- 
ing director, G. Rushbrooke, 
Ltd.; R. Southern, director CWS, 
Ltd., and CWS Retail Co-opera- 
tive Society, Ltd.; and Mrs. M 
Dale, Mrs. W. Jenkins, Miss 
Joyce Marsh, Mrs. M. Ridealgh, 
Miss G. Sandes, Mrs. A. W 
Wakefield and Mrs. M. Wheat- 
croft, members of the _ BSI's 
women’s advisory committee. 


New packaging 
material 


Transparent Paper Ltd., makers 
of Diophane cellulose film for 
packaging, have opened a new 
display room at their Strand, 
London, offices. Feature of the 
display is a series of 3-D colour 
photographs, which are viewed 
without spectacles and which 
show the various stages in the 
production and conversion of 
Diophane. 

The firm have recently an- 
nounced the production of 
Diolam, which is made from two 
sheets of Diophane laminated 
together. In addition to its 
greater strength and resistance to 
the passage of moisture vapour, 
it is claimed, printed Diolam can 
be wrapped straight on to food, 
since the inks are sandwiched be- 
tween the two layers of film. 


with more than 134,000 copies daily. Largest circulation in the West. 
London Ofies : 85 FLEET STREET, E.C4 


Head OGier ; SILVER STREET aad BROADMEAD, BRISTOL. 
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POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


RITISH POSTER ADVERTISING ASSOCIATION © LONDON POSTER ADVERTISING ASSOCIA 
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COMMENT 


THE IMPORTANCE 
OF PACKAGING 


The Packaging Exhibition which 
opens at Olympia next Tues- 
day, will be the biggest event 
of its kind ever held in Britain, 
and probably in the world. 
And fittingly so, for packaging 
stands upon the threshold of 
enormous developments. There 
are three reasons for this: 
® Commercial television will 
bring the content of shop 
shelves right into —_—ithe 
viewer's sitting room 

@ Self-service is revolutionising 
retail selling techniques 

@ Increasing foreign competi- 
tion in world = markets 
demands every selling aid. 


Aid to export 


The importance of packaging for 
export cannot be over-empha- 
sised. This is made clear in a 
booklet just published by the 
Dollar Exports Council. 

Demand has increased in the 
United States for the finer 


qualities of British groceries 
and confectionery in litho- 
graphed tins or packages 


attractively labelled. 

A consistent market, the booklet 
states, is that for the finest 
qualities of toilet soap, 
“especially where the manu- 
facturers have developed im- 
proved packaging to meet the 
requirements of the market.” 
What goes for soap, goes for 
many other products, too. 


New factors 


Another factor of growing signifi- 
cance is the development of 
pre-packaging in the vast field 
of food retailing. 

Packaged foods offer many 
advantages which the con- 
sumer is quick to appreciate. 
In addition to hygiene and eye- 


appeal, there is the con- 
venience factor. 

Products are being packaged 
to-day for “help yourself” 


sale that would have raised a 
smile as recently as the last 


Packaging Exhibition. The 
most unlikely hardware lines 
are going into packs which 


would have served to retail 
cosmetics 20 years ago. 

The lesson is clear: Packaging is 
becoming a sales medium of 
major importance, which can 
no more be neglected copy- and 
design-wise than can display 
pages in the press. 


An end 


Talking Points 


the marketing aim 


RONING out the sales 
graph—at a satisfactorily 
high level, of course—is an 


operation which has exercised 
the minds of sales directors 
ever since the first trading cara- 
van crossed the desert. 


Between the wars it became 
accepted that there were off 
seasons. Silly seasons, they were 


called. And marketing men are 
now wondering whether it was 
not they who were silly to accept 
seasonal declines in business 
Advertising set a good example 
last year by levelling up the old 
summer sag with an injection of 
31.29 per cent extra spending on 


1953 with the press. And that 
accounted only for displays 
while the powerful “small” or 


classified was also making new 
records 

Other businesses might take an 
example from this, for, despite 
the jokes we all make about 
pace-selling, business only flies 
in at the window when the sashes 
ire well cared for The fact is 
that imaginative schemes. 
vetically carried out, 
better business for 
ever before 

The wholesale 
might learn a 


ener 
pulled in 
media than 


textile men 
lesson from this 
November is their bug-bear 
Guy Fawkes’ month does not 
provide sales fireworks for them 

Last year the November drop 
in total textile sales, as measured 
by index numbers, was from 128 
to 113. Why? Some say it was 
because people were saving up 
for Christmas Othef trades, 
however, experienced earlier 
than-usual buying of presents 

The Wholesale Textile Asso 
ciation says that the November 
sales sag “was only to be 
expected.” 

Complacency is surely the 
worst thing that can get into a 
sales department. It should cer 
tainly never start at the top 


WAR IN THE AIR 


AST week's analysis in this 
4 column of the prospects of 
sharp commercial radio and 
television competition from the 
new Europe No. | station has 
drawn prompt response 
A Radio Luxembourg state- 
ment this week announces “a bid 
to cover the greater part of the 
Continent by doubling its power 
and so maintain a 20-year-old 
claim to be the most powerful 


privately owned broadcasting 
station in the world.” Engineers 
are said to have been working on 
the project for eight months. 

Will English transmissions be 
affected? Not by this scheme, 
says a Radio Luxembourg 
spokesman Transmission engi 
neers are, however, eXamining 
the medium wave transmitter and 
aerial system with a view to 
improving reception in Britain 
and Ireland 


PUTTING IN THE PLUG 


DVERTISING' men lead 

highly competitive _ lives 
They tend to believe that every 
one is hard-selling knocking” 
or conniving all the waking 
hours, and some of the sleeping 
hours, too 


Perhaps that is why the talk 
grows of a BBC plan to hit at 
commercial television by giving 


masses of free “plugs” in their 
own programmes 

Some PR men say it i a 
simple matter t et mentions 
these days 

But have they weighed against 
their theory the possibility that 
it is at last becoming apparent 


to the BBC that advertisers have 


@ Leading brands of cigarettes 
are coming off quota next 
week and will be supplied to 
retailers in any quantities. Big 
new advertising campaigns are 
expected to develop soon. 


@ Scottish ice crea manutac 
turers are to be d to con 
sider a scheme to gain more 
local and national publicity in 
connection with the annual ice 
cream awards Public rela 
tions and point-of-sale schemes 


are proposed 


@ Task for advertising: 
sales are dropping. The figure 
for 1954 was 5.9 per cent 
down on that for 1953—the 
biggest fall in the textiles field. 


Glove 


@ Reports from Dublin 


say a 
big international search or 
ganisation is considering the 


possibility of opening an Irish 
office 


@ New development in travel 
publicity will be announced 
soon with plans for luxury 


tours abroad. 
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of silly season sales sags is 


some excellent stories to tell 
which are worth time on any- 
one’s transmitter ? 

A FULLER LIFE 
CORRESPONDENT in our 
letters page last week 

remarked that if detergents 
vacuum cleaners, toothpastes 
Bovril and Oxo had not been 
advertised “few would have 
heard of them and few would 
have bought them. 


Frank Fuller, of Peterborough 


wants to know if this means that 
but for advertising, few people 
would wash their socks, sweep 


their carpets or clean their teeth? 


Mw 


theoretical 


And he advances an argument 
hich forms the basis of much 
antipathy: Could tt 


be that with the money saved b 


not 
people would be 
things 


buying branded products 


“spending it on 


for washing their socks 


sweeping their carpets and clean 


ing 
chain 
that 
tres 


Mw 


te 


Ww 
ss 


the san 
CONSEQUENCE 


teeth, with 
of economi 
follows traffic in 
whether advertised or not 
But for advertising, Mr. Fuller 
ould probably be cleaning his 
eth with tasteless powder and 
earing mis-shapen, thickened 
xcks washed with soap 


their 


commod 


coarse 


in hard water, while his wife beats 
the carpet in the back yard 


TO-MORROWS TOPICS 


@ Following a 


speed-up in the 
shipment of British 
Russia, more manufacturers 
are planning attempts to 
behind the Iron Curtain 


goods lo 


sell 


Campaigns will start soon for 
new radio models designed to 
receive the BBC's very high 
frequency (no_ interference) 
transmissions which should 
begin in the near future. 


Paper-makers generally ar 
modernising and = increasing 
their manufacturing capac! 
ties following protests by users 
at delivery  time-laps Full 
effect of these developments 
will not be felt for a 


~) 


year or 


A booklet is to be published 
shortly by the International 
Chamber of Commerce giving 
advice on the collection and 
presentation of press circuld- 
tion and readership data. 


ROUND TABLE 


A good product gets the right audience tn The Listener 


AVERAGE WEEKLY NET SALE JAN/JUNE, 1954—141,610 


All Baguiries to Head of Advertisement Dept., B.B.C. Publi Broad 


me House, Portland Place, London, W1 
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Read by those who take a more than 


ordinary interest in their homes 


House beautiful 


Keep House Beautiful in mind for your 1955 schedules 


OLIVE A. BIRD Advertisement Monager HOUSE BEAUTIFUL THE NATIONAL MAGAZINE Co. Ltd... 28 30 GROSVENOR GARDENS 5.W.1. SLOANE 459 
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A barrister answers the Brighton planners: 


Outdoor advertising regulations 


are already strong enough 


[HE anxiety of the Brighton 
Corporation over the 
alleged “loophole” in the Con- 
trol of Advertisements Regula- 
tions is due entirely to a lack 
of appreciation and under- 
standing of the Regulations as 
they are at present. 

Generally speaking, in all 
parts of the country, planning 
officers do know their job and 
are getting on with it, working in 
complete harmony with the out- 
door advertising industry It is 
only a small minority—but a 
noisy minority——-who are attack 
ing the right of advertisers to ad 
vertise, on shop premises, the 
goods sold in those shops 

If the Borough Surveyor of 
Brighton has his way, it appears 
that all that a baker would be 
able to display on his shop is his 
name, and the fact that he is a 
baker. He would not be able to 
let the public know that he sells 
Hovis Bread! 


SOUTH EASTERN 


GAZETTE 


Loaden 


The regulation which is being 
attacked at Brighton permits an 
idvertisement to be displayed on 
a shop, with the “deemed con- 
sent” of the Local Planning 
uthority, so long as it relates to 

business carried on in the 

p. the goods sold or services 
provided, or the name and quali- 

iions of the person who 

irries On the business. 

That concession was deliber- 
itely incorporated into the 
Regulations, as part of the 
policy of the Ministry, so that 

ds sold in a shop could be 

lvertised on the shop 

mises, provided the adver- 
fisernent conforms to certain 
requirements as to height, size 

f lettering, etc. 

» contend that a shopkeeper 

) sells ice-cream cannot put 

or allow a contractor to put 

an advertisement for Walls 
Lyons ice-cream is fantastic ! 


~ > 


he display of the advertise- 
1 is not a loophole in 


the 


CHATHAM 


OBSERVER 


80, FLEET ST. Central 7500 


regulations—the concession was 
made intentionally when the 
regulations were being drawn up. 
Further, that concession has 
since been reviewed by an appro- 
priate Government department 
and has been fully confirmed. 
Some time ago a contractor pro- 
posed to erect an advertisement 
(which conformed to the size, 
position, etc., requirements) ad- 
vertising a brand of tobacco on 
a shop in which was sold that 
particular brand. 


The local author declared 
that express consent was neces- 
sary, and when asked why, they 
replied to the effect that the ap- 


plication was made by a limited 


company, for an ertisement 
for a brand of cigarettes, and 
therefore was not advertise- 


ment referring t 
Or services provided 


roods sold 


the shop, 


but was a specific advertisement 
for the product of the tobacco 
manufacturer Apparently an 
attempt was beir e to draw 
a distinction betw a shop- 
keeper’s advertiseme and an 


advertisement for 


nationally 
distributed product 


Decision against authority 


This very point was considered 
by the appropriate Ministry (the 
planning authority w Scottish 
authority) and the nm was 
against the local aut ty. The 
Minister declared 1 /leé was 
satisfied that the lisement 
for the tobacco was ertise- 
ment within the spe lasses 


and therefore entit! deemed 


consent 

The Borough Surveyor of 
Brighton must know that if 
such advertisements offend the 
amenities, there § 1 proper 
“challenge” procedure which he 
can Dring into operat sO as to 
remove the offending display. He 
complains, however, that the pre- 
sent procedure is npractic- 
able.” He alleges that it is 
necessary for him to serve notices 
on the person displaying the 
advertisement, the owners and 
occupiers of the premises, and the 
firms whose goods are advertised 
He further complains that there 
is moO register of Owners or of 
advertising agents, and the in- 
formation can only be obtained 
by meticulous inquiries which are 
made difficult if the owner, 
occupier or advertiser is not 


willing to co-operate 


The fact is, the Borough 


Surveyor has ample powers 
already to do all that he 
wishes to do. He need 
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not serve challenge notices 
on all the people he 


enumerates. If he will look at 
Regulation 8(2) of the Control 
of Advertisements Regulations, 
issued under the authority of 
the Town and County Planning 
Act, 1947, he will see that a 
notice may be served in respect 
of the use of land (and “land” 
here includes “buildings” as 
well) for the display of adver- 
tisements, “and in that event it 
shall not be necessary to specify 
any advertisement to the display 
of which sach notice relates.” 
All he has to do is to serve a 
notice in respect of any particular 
shop, and compel the owner or 
occupier of the shop to apply for 
express consent to the Brighton 
Authority. If that Authority 
orders that the shop should not 
be used for the display of adver- 
tisements an appeal can be made 
to the Ministry. 


Enough power already 


Further, if the Borough Sur- 
veyor will look at Section 106 of 
the Town and Country Planning 
Act, he will see that a local 
authority has the power, if it 
wishes to serve notices, to compe! 
the occupier of premises to revea! 
the mame and address of anv 
other person who has an interest 
in the premises. So there is 
absolutely nothing in his com- 
plaint that he cannot obtain 
information. 

As a matter of fact he does not 
need the information. 

The Borough Surveyor may 
complain that he does not want 
to go to the trouble, and that 
life would be easier for him if 
there were complete prohibition 
of these advertisements 

No doubt it would, but have 
not the retailers of Brighton some 
rights in the matter? If a shop- 
keeper sells a product, cannot he 
be allowed to advertise it outside 
his shop ? His livelihood is 
wrapped up with the interests of 
manufacturers and wholesalers 
and are all these interests to be 
deprived of the right to adver- 
tise because a few planning 
officers say they find the regula 
tions difficult to operate ? 

This country, in its wisdom. 
has freed manufacturers, retailers 
and consumers of many controls 
during the last few years. 

It is now seriously suggested 
that while we must produce 
more, we must advertise less : 
and that while consumers have 
freedom, since the end of 
rationing, to buy where they 
will, they are not to be told by 
means of advertising on shops 
the places at which they can 
obtain this or that product. 

If abuses exist at Brighton, 
they can be ended by application 
of the present regulations, but if 
the Borough Survéyor of 
Brighton, or any other town. 
imagines that the elementary 
right of a shopkeepef to adver- 
tise the goods he sells is going to 
be stopped, then he is out of 
touch with the realities 
economic system which is 
based on private enterprise. 
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National Advertisers selling 


use the Evening Despatch 
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for greater coverage 


in the Greater Birmingham Area_ 
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Evening Despatch 


Member Audit Bureau of Circulation 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENtrai 646! 
ERNEST LUMSDON London Advertisement Director 
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Review of Advertising 


The advertisement 


of the year 


advertisers 
open-handed 
than ever before and were, 
almost certainly, unusually 
ready to accept new and un- 
conventional advertising ideas, 
1954 was not a vintage year. 

There was plenty of good 
sound stuff to be found, but very 
little was worth laying down, to 
be brought out of storage and 
discussed and enjoyed again in 
five or 10 years’ time 

Far too many campaigns 
seemed as though their be- 
getters said “safety first” and 
decided not to risk disturbing 
their relations with the client 
by producing advertisements 
that got themselves talked 
about or met that fate worse 
than death — the comedian’s 
joke upon the stage. 

As advertising agencies grow 
bigger and bigger there is always 
a danger of their relations with 
their clients losing the personal 
touch that is so helpful when a 
campaign of outstanding origin 
ality and daring is to be 
proposed. 

The chairman, perhaps, could 
put the new proposals to a client 
and be reasonably certain of per- 


At! HOUGH 


were more 


By COPYTASTER 


suading him to use it. But he is 
a very busy man, and between 
him and the artist or copywriter 
stand more and more profes 

onal no-men or safety first men 
who say 


“But this is most unusual 
Nobody has ever done this 
before. Do you really expect 
me to recommend this madcap 
notion to the vice managing 
director ? And would = he 
recommend it to the managing 
director? I'm sorry, my dear 
fellow, but you had better go 
and think again, and don’t try 
to be so clever.” 

So we get more and more cam- 
paigns that are like goods from 
multiple tailors; safe, reliable 

d good value fof money but 
rather dull; while bespoke 
tailored campaigns with the 

perlative fit and cut of the 
Savile Row tailor are becoming 
more and more difficult to find 

However, even in a non-vintage 
year there are always a few 
excellent growths here and there 
As sparkling as fine champagne 
was the Oldham Battery adver 
showing a photograph 


tisement 


TEAS A HASIT 


The capital letters 
of the headline of 
this advertisement 
in Copytaster s 
opinion, are far 
too widely letter- 
spaced for easy 
reading. The use 
of a different letter- 
form for the word 
‘Horniman’ s 

moreover, discour- 
ages the reading of 


WM. OF) HOMMIMAN & CO. LTD EST 1626 ORIGINATORS oF pacner tex ‘/tE Aeadline as a 


complete phrase 


This was the “‘Ad- 
vertisement of the 
Year for € opy- 
taster If there 
hetter adver- 
tisements he never 
saw them. It was 
in his view “as 
sparkling as fine 
champagne 


were 


of an exhausted mot 
Starting handle over t} 
The Day My \f 
Dawn It broke al! 
It had a “negative h 
was alleged to knock 
at competitors’ prod 
was no picture of the ittery or 
even the package and | am fairly 
sure that the name was not even 
displayed. 

But it must surely 
attracted more readers (not 
merely noticers) than any other 
battery advertisement last year. 

Because it was such 
cent example of tean 
tween copywriter and 
it was lor me the “Ady 
of the Year.” There 
been better advertiseme: 
didn’t see them 


Charm and persuasion 


with his 
eadline 
Died 


have 


lagnifi- 
rk be- 
sualiser 
sement 
have 
but | 


Since it had more charm and 
persuasion than any I ¢ re- 
member for a very long time, I 
think that the “Copy of the Year” 
was in the Nestle’s ( rear cam 
paign. While such advertisements 
is these continue to appear, we 
can still hold our heads hich and 
say with pride that we are in the 
advertising business 

If the later advertisements in 
the series had been even half as 
good as the first, | should have 
given the Canada Drv series in 
the London evening papers a high 

imong |! vears cam- 
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THE DAY 
MY MOTOR 
DIED 
at 
DAWN 


paigns. You will remember that 
it had an extremely striking out 
line drawing of a stout gentleman 
in a bowler hat walking away 
from the bar of a public house, 
and some chatty copy by the 
barmaid, or perhaps the landlord, 
who had been reproved for not 
Offering him Canada Dry 
Although I doubted the selling 
value of the copy even in the first 
(and by far the best advertise 
ment of the series) it was clearly 
a work of superlative craftsman- 
ship and was as easy to read as 
it must have been hard to write 

For several reasons I found the 
Stork Margarime campaign a 
great disappointment and rather 
particularly that inter- 
trial by jury in The 


a bore 
minable 
Times 
The whole policy of hinting 
that Stork was really no different 
from butter and infinitely better 
than mere margarine seemed 
unconvincing and confusing , and 
rather embarrassing, like an old 
pretender who keeps hinting that 
if only his parents had happened 
to go round to the registrar be 
fore he was born he would be in 
the House of Lords or even on 


the throne 
Given this dubious policy. 
however, the copywriter who 
coined Stork's slogan produced 
a masterpiece. Even the most 
objective critic finds that a 


@ Continued on page 80 
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sman with a giant’s capacity 
king top level contacts, yet as 
ntle ar@persuasive as they come 
that’s THE APKQNCIAL TIMES ! 
George Cohen Sorf¥& Co. Ltd. are among 
the many leading ind a gal advertisers who 
regularly reach Top Manag®ent through 
the pages of THE FINANCIAL Rigs. This 
exceptional newspaper is widely read®%, » Co wart = oo pip mot ni aos rs 
and respected in the offices and boardrooMig, meter 5a 
where industry's buying decisions are 
made. For getting the attentive ear of even 
he ‘unapproachable’ executive there 
is no finer medium than the well-trusted 


pages of THE FINANCIAL TIMES. 


Men who mean business read 


THE FINANCIAL TIMES 


every day 


SIDNEY HPENSCHEI ADVERTISEMENT DIRECTOR 72 COLEMAN ST 
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During 1955 


Get the utmost 


your exhibitior 


Lications 
yhic 
itive 
igrams 


ice list 
folder “Are 
in Giants ?" 


Autotype 


THE AUTOTYPE COMPANY LIMITED 


Brownlow Rd. - West Ealing - London * W.13 
EALing 269/-2-3 


Even in mono- 
chrome this is an 
interesting picture, 
and women will be 
interested in the 
snippet of informa- 
tion that the teapot 
is of Worcester 
china from the Dr. 
Wall Period (1751- 
1783). They will 
turn to the copy 
in a grateful and 
friendly frame of 
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WV aso teesty trope. ees 


1) greater aid Worrmtor. been in the bee 
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De met be Elica & Bed + ow 
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Bermbe Baad re: cammend thew 6 mus oe time to 


mind. AE 8 ve map wt exyrerins » tae Ninn 
rowdy ae a orally he geen “Vetere 


Pret th on yom c0kly apy g ores 


slogan rises higher in his estima- 
tion with every hundred thou- 
sand pounds spent on hammer- 
ing it into his skull, bat even if 
I had seen it only once I would 
say that “Fancy calling Stork 
margarine” was the “Slogan of 
the Year.” 


* * * 


COMING TO 1955, which is still 
being spanked by the midwife to 
induce its birth cry as I write, 
here are two advertisements 
about tea, one consisting only of 
a picture of two packets and a 
few not immoderately  well- 
chosen words. 

A month ago I said that after 
a good many years in advertising 
I had yet to see any evidence 
whatever that the inclusion of a 
picture of the packet in an adver- 
tising campaign had any effect 
upon the sales. 

To my surprise this produced 
neither angry letters nor evi- 
dence; but somebody did 
remind me of a fact I had 
forgotten. Both here and in 
America there have been all 
kinds of attempts to assess the 
readership of advertisements 
and to draw some sort of con- 
clusions from the results. 
In my own contrary way I once 

spent a fair slice of my spare time 
in picking out the most unsuccess- 
ful advertisements and trying to 
find out what went wrong. 

It was not a rewarding hobby, 
for I had to study some very 
dull advertisements indeed, and 
I came to very few conclu- 
sions that I had not im- 
plicitly believed before I began 
—particularly about headlines. 
But I did find that advertisements 
with no illustration other than a 


average numbers of readers. 


Even the sketchiest drawing of 
a hand holding the object seemed 


to improve the readership by a 
small percentage, but it seemed 
clear to me that people are not 
only not interested in pictures of 
packets and bottles; they are 
positively deterred by them. 

Whether that is true of the con- 
ventional picture of the packet in 
the bottom corner of an other- 
wise interesting advertisement is 
another question, and I have no 
answer. 

Horniman’s advertisement is 
singularly inept. 


The capital letters of the head- 
line are far too widely letter- 
spaced for easy reading, while 
the use of a different letter-form 
for the word Horniman's is alone 
enough to discourage the reading 
of the headline as a complete 
phrase. To put the name on the 
slant as well is sheer perversity 

The result is that one tends to 
break up the headline instead of 
reading it in one piece and the 
first thing you read is “Tea’s a 
habit.” If you then go on to the 
corollary that it’s a habit-form- 
ing drug, what will you think of 
the firm that’s trying to sell it 
to you? 

Brooke Bond start with the 
advantage of a colour page but 
even in monochrome this is an 
interesting picture, and women 
will be interested by the snippet 
of information that the teapot is 
of Worcester china from the Dr. 
Wall Period (1751-1783). 

They have seen something 
pretty, they have picked up a 
little learning and they turn to 
the copy in a grateful and 
friendly frame of mind. 

Isn’t that far more sensible and 
constructive than hitting them 
between the eyes with a warning 
against the tea habit and then 
stunning with what look like a 
pair of bricks until you focus 
your eyes and see that they are 
packets of tea? 


Po 80 a 
REVIEW SL malller of gualily and baske a Fad 
| OF THE —— IF an 
| —_— i 7 Pao ‘ = - e. 
|  YEAR— - © 

ba . 7 a 4 

> inst R n 

continued ‘ * 4 = 
“. 4 ( 

: \ - 4 * 

ee || Sa ee 
| 4 - | "4 : 

% = - 
a =~ 
wr = 2 
Pe from i Vy “ “ ro 
ME. space ~ 
: a 
OO ee 
+ . —— 
by using blow-ups 
and transparencies. een estat cna, none cone 
—————E—_—____—_——_———_—_——————— une a Rented oe Benes Be he ee Bee Bed 
De 
p - P| 
Most of the really good ‘ 
ones are made by 
AUTOTYPE. rs 
ee Na ew 
a: They are av: le in 
| all sizes, ss or | 
<a runs, in mo rome 
or full col 
5 
: r isl 
3 Less obviou 
ee include phot 
Da +3 - 
Ps waiipaper, } 

Re photo-murals, d 

and cut-outs. 

"hy 

we 

a x 

“. Every blank s; 

t. can become an et. 

a a: 

os 

a Ask for trade 

4 he and illustrate 

cat you interested 

ae 

: a 

at He ee 
consistently attracted less than 
Ce 


January 13, 1955 81 ADVERTISER'S WEEKLY 


Increaged sales 


resulting from Couponing 


and Sampling 


UR clients tell us that the sales increases obtained 

by sampling and couponing are extremely high and 
immediate. Not every product is suitable for sampling but 
if your product can be sampled or given a coupon offer, we 
can provide the mechanics and know-how to do it. For 


further information write for our distribution handbook. 


Circular Distributors Limited 


CIRCULAR DISTRIBUTORS LTD., GLEN ISLAND, MAIDENHEAD, PHONE; MAIDENHEAD 1120 


ee 
ee 

ee 
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Public Relations 


JANUARY 13, 


A riotous night out for 


branded articles 


UBLIC relations has a Town,” there is a mass of 
night out six nights a week advertising plugs for branded 

at the Adelphi Theatre in goods. 
London. In the Jimmy Ed- There is an entire scene 
wards show, “Talk of the ntirely devoted to what may be 
xpected from commercial tele- 
In a lighthouse scene, 
Edwards asks his mate. 
Hancock, “Where is the Manchester Guardian recently The “Story of petroleum” was 
From a cupboard is The article commented: “Their ‘“¢ ‘heme of six lectures for 
diately produced an enor- films on household subjects are juveniles delivered at the Royal 
1s packet of the detergent in the best tradition of the /”stitution, Albemarle Street, 
t the “Professor” makes a British 
vied appeal for converts to 
inism On a soap box plat- 
in front of large posters, 


> re - j 
documentary cinema, London. They were introduced 
using the screen not merely for %Y Sir Frank Whittle, famous 
descriptive publicity but for a Pioneer in jet propulsion. As a 
nt . constructive social purpose—to gimmick he wore a space helmet 
ng Up with Jimunism induce action by changing ideas. and brought a model with him 
own with Whitbreads Their «eshibition ‘models and who was dressed entirely in 
But one of the most subtle plugs — jooklets show the same skill and petroleum products 
for Lex garages. In a court the same grasp of what is 
¢, Jimmy ee presides involved in this formidable task 
agistrate eneath a coat Of = Each successive publication 
. bearing the motto Auto drives home the lessons of its 
_ predecessors and adds another of * * * 
its own.” 
Jimmy Edwards sits beneath the * * ° It states that the latest series is 
Auto in Lex” motto, In the “an object-lesson to those Govern- — putch press and maritime and 
show “Talk of the Town’ mar (£ PUBLIC relations work of ment departments which still aeronautical services Aldis 
brands are named with complet ed Ironfounders Ltd. was think they have done all they can 


abandon. d in a leading article in the to ‘put over’ a_ revolutionary @ Continued on page 84 


change when they have issued a 
threepenny pamphlet.” 


To INTRODUCE their new Aldis 
long-range signalling lamp to the 


Choose ............ Display Craft Ltd 


For 
QUALITY 


three-dimensional displays 


and 


SUPER 
SILK SCREEN 
PRINTING 


DISPL AY CRAFT LTD 88 ACRE LANE, LONDON, SW2 


THE FULLY-MECHANISED DISPLAY PRODUCERS AND SILK SCREEN PRINTERS 
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Announcing 


to be published 
JANUARY 
APRIL 
JULY 
OCTOBER 


under the sponsorship of 
“STYLE FOR MEN” 


BOYS’ WEAR is the ideal medium for dealing with the apparel needs of this vitally 
important section of the community. It is published quarterly at each of the buying 
seasons for the boys’ clothing trade. Under the sponsorship of STYLE FOR MEN, 
already a leading publication in the field of men's fashion, BOYS’ WEAR comprehends, season 
by season, all the latest developments in school age clothing. Aimed primarily 

‘ at the departmental buyer and owners of men's shops, BOYS’ WEAR is a quarterly 
digest of the best presented, and most authoritative ‘‘ know-how "’ ever offered to 
this highly specialised buying group. It will highlight the latest buying trends, and sort and 
sift through the ranges of many manufacturers and present to the buyer those all important 
quick selling lines as well as give news of new developments as they arise. Its expert 
articles give the latest information on every aspect of shopkeeping, shopfitting, 


window display in boys’ merchandising. 


SPECIMEN COPY upon request. 


The Advertisement Director, THE NATIONAL TRADE PRESS LTD. 


DRURY HOUSE, RUSSELL STREET DRURY LANE, LONDON, W.C.2 


BOYS WEAR 
— 
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PUBLIC RELATIONS —continued 


Brothers, Ltd., projection speci- 
alists, of Birmingham, held a 
demonstration at Schiphol Air- 
port, Amsterdam. 


Guests included the British 


All dressed up 
i 


Useful publicity can be achieved 
through fancy dress balls at this 
time of year. At a dance 
organised by a church at Bourne- 
mouth the entire theme was 
advertising. The girl pictured 
above won a prize for her Bear 
Brand costume. The Bear Brand 
manufacturers, Howard Ford, of 
Liverpool, sent her all _ the 
material she requested 


The Brook Continuon 
in a Scottish Grocer’ 


campaign carried out by Ouak 
£ c 


Consul and members of the 
British Embassy staffs, all the 
leading technical journals, the 
ANP news agency and photo- 
graphic agency and Reuters of 
The Hague. KLM Royal Dutch 
Airlines co-operated by lending 
two attractive air hostesses to 
demonstrate the lamps. The 
Schiphol Authorities put at the 
disposal of Aldis Brothers the 
VIP lounge, normally reserved 
for Royalty and cabinet 
ministers. Demonstration mes- 
sages were flashed between the 
lounge and a distant point on the 
airfield. Press hand-outs were 
provided in Dutch. 


To PproMoOTE the sale of caravan 
chassis abroad Paul Short 
Ltd., Manchester, public relations 
agents for Willerby Units Ltd., 
organised an unusual PR opera- 
tion. 

Willerby’s had recently received 
an inquiry from Tanganyika and 
they wished to give added 
emphasis to the stress and strain 
statistics concerning their pro 
lucts and to present them in a 
way which would be readily 
understood by the inhabitants of 
East Africa. 


One of the chassis was taken 
Billy Smart’s circus and sub 
jected to a trampling process by 
four-ton elephant. No sign of 
leflection was evident and photo- 


ector tm action 
during 


@ recent 
r Oats Limited 


Armand and 
Michaela Denis 
(left), who special 
ise in filming wild 
animals, _ recently 
went to the Canned 
Foods Advisory 
Bureau to get some 
advice from the 
principal, Christine 
MacNab, on feed- 
ing problems 
encountered on 
safari—just one of 
the many _ jobs 
tackled by _ this 
public relations 
venture. 


graphs were taken which will 
accompany the specification and 
quotation. 


* * * 


THE REDOUBTABLE Bessie Brad- 
dock, MP, has achieved quite a 
name for herself in the fashion 
world. She is rapidly taking the 
role of Outsize Model No. 1. 
When Bear Brand invited mem- 
bers of the press along to see 
their factory they asked Mrs. 
Braddock along as well. In the 
Commons she has asked perti- 
nent questions about the quality 
of present day nylons. But 
after her tour of inspection she 
expressed the view that the fac- 
tory was extremely well run and 
that the quality of British nylons 
was improving steadily—remarks 
that, of course, were widely 
quoted 
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A four-ton 


elephant tests a 


Willerby chassis. This convincing 


demonstration 
inquiry from Tanganyika. 


Short Ltd. 


followed an 
Paul 
organised the stunt. 


‘ 


Installed in shop, store or show- 


room ; your complete sales story 


is told to people where they come 


to buy. 


... The Perfect Salesman. 
The Brook Projector dramatically 


and continuously presents your story 
and displays your goods and services 
—always with unfailing efficiency. 


.. The Perfect Servant. 
[The Brook Projector serves you 
instantly at the touch of a button 
and can be unobtrusive when not 


required. 


The Brook Continuous Daylight Film Projector 


SOUND-SERVICES LIMITED 


269 Kingston Road, London, $.W.1g. 
i the ia 
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SUCCESS 


During the third quarter of 1954 
“The Queen” carried 


40-6; 


More Advertising than in the corresponding 
period of 1953 


THE QUEE! 


BURLEIGH STREET, 
STRAND, LONDON, W.C.2. 


GS... — 
a: | 
tf 
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How to promote a line of 


animal feeding stuffs 


As soon as the rationing of animal feeding stuffs came (o an end, 

Crosfields & Calthrop Ltd., of Liverpool, began a vigorous adver- 

tising campaign. They have proved that it does pay to advertise 
to farmers. 


HEN a government , 

order, in August, 1953, FARM BABIES 
ended the rationing of animal 
feeding stuffs, and thereby 
brought to a close the con- 
trols, restrictions, rules and 
regulations, which had plagued i 
the cattle food industry for so fad iy 
many years, it was the day for . 


which Crosfields & Calthrop 
Ltd., of Liverpool, had long 


— 
been waiting. 
Here at last was the oppor- 
tunity to develop, on a national 
basis, the company’s advertising, i < 
which for the previous 30 years Le 
had helped to develop : 
— 
= 


a small- 
scale manufacturing plant into the 
important business that it is to 
day. Very hard selling advertis , ' 
ing began ah: - 

Crosfields’ manufacturing 
centres are in Liverpool, Bristol 
and Glasgow. From their mills 
in these cities they produce an 

nau . os menace of i 
og ag alee A published by Crosfelds & Cal 
stuffs, balanced rations, poultry throp Lid. to stress the import 
and pig foods These are sold ance of correct animal feeding 
partly through wholesale corn 
merchants and partly direct to 
farmers. 


This is the cover of a booklet 


ised media for poultry, pig and 
dairy farmers—Poultry World 
Pig Farming, Dairy Farmer and 
: : : oe — F similar publications. In them 
Our Scottish Office is now open Principle of concentration CO yicficldy’ specialities, “Ray-O 
r Vitol” poultry foods, “Danex” 
The company’s advert p hi : = . 
. he c= * — — ot pig foods, “HMC” and other 
at 113 St. Vincent Street always been based on the simple an ft tt] i 
. principle of concentration—con meals or cattle, are extensively 
semtretion @n that section of the advertised. The monthly journals 
. t market which represents the best issued by the county branches of 
We hope you will avail yourself potential customers. I! is, there- ~ oe Farmers’ Union are 
fore, directed mainly into the two 80. Use consistently. 
ote Tey Ae Aca A e orecambe sign, illus 
great agricultural weeklies, the The M b ll 


of the complete Screen Advertising Farmer and Stock-Breeder and ‘ated here, is only one of a 


the Farmers’ Weekly. These are number used throughout the 


, supported by the use of special @ Continued on page 88 
Service it offers. 
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PEARL & DEAN LTD. 
. Screen Advertising 4 method of advertising which is quite new to any national manu 
: facturer of cattle, pig and poultry foods, has been adopted by 
Head Office ; 33 DOVER STREET, LONDON, W.! Crosfields & Calthrop Ltd.. of Liverpool. This illuminated sign 
, a about 20 feet square, has been so animated that the pig's snout 
Telephone : MAY fair 7494 wrigeles, the eye winks, and the left ear wags up and down The 


words “On a good thing” also flash 
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TV picture for 10/- a week 


Wherever people foregather to wait, to chat, to eat, or 

have a friendly pint, a television set becomes the 

magnet, the one point in the room that draws all eyes. 

That is the point where your advertisement ought to be, 

and where it now can be! 

Superb H.M.V. 17° television sets are being installed at 

many indoor points where crowds can be guaranteed. 

Each set is handsomely mounted and built-in, and is 

surrounded, at eye level, by 15 advertising panels. 

These panels, each measuring 10° x 8°, are now being let 

to advertisers. You can put your message in colour next 

to the TV screen in popular bars, air terminals, waiting 

lounges,canteens and clubs 

Teleposter sites are rated as follows 

CLASS A sites with weekly viewership of 5,000 and 
upward 10/- a week 

CLASS B sites with weekly viewership of 3,000 and 
upward 6/- a week 


CLASS C sites with weekly viewership of 2,000 and 


upward 4 - a week 


National coverage will be available, or any particular 
area can be selected. The first 50 Teleposters will be 
installed by the end of January 1955, and a hundred 
more will be added each month in various parts of the 
country. Here is a remarkable new advertising medium 
reaching people in relaxed and receptive mood, and at 
very low cost 


Get the full Teleposter story from the General Manager: 
W. Anderson, Teleposters Ltd, 30 Southampton Buildings, 
Chancery Lane, London, W.C.2 (Holborn 2747) 


Teleposters are being developed by the above company 
in association th Bateman’'s Advertising Service, and 


by arrangement with The Gramophone Co. Lid 
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New retail 


dispensers 


for electric lamps 


Two electric lamp manufacturers have recently produced new 
types of sales aids for the convenience of retailers and customers. 


NEW Mazda sales aid 
has been introduced by 
the British Thomson-Houston 
Co., Ltd. The aid takes the 
form of a dispenser which 
holds some 100 lamps. 
The consisis of two 
wire trays on legs which may be 


ANIMAL FEEDL NG 


device 


stood on the floor as a unit or 
separately. It incorporates a 
three-colour showcard with the 
caption “Take home a spare 
lamp, Mazda lamps stay brighter 
longer,” and provision is made 
for lighted pearl and silverlight 
lamps for comparative pur- 
poses. Tags which give lamp 
types, wattages and prices clip 


STUFFS —continued 


ountry to advertise “Danex™ pig 
foods. Neon signs are also used 
for “Ray-O-Vitol” poultry foods, 
where suitable sites are available 

4 senior executive, with wide 
experience of the trade, controls 
ind guides this advertising. In 
turn, he has been a salesman, a 
manufacturer, a farmer, and a 
corn merchant and, therefore 
knows the trade from every anglic 

most important of all, he knows 
the customer, and what the 
customer wants 

Farmers in this generatior 
recognise the difference between 
stuff and nonsense.” They want 
facts stated clearly, briefly, and, 
if they can be stated pleasantly, 
so much the better. Press adver- 
tisements, booklets, and literature 


from Crosfields are designed to 

do just that, and a heavy daily 

postbag provides the measure of 
their success. 

No section of the community 

is less paper-minded than the 

returns, 


less an evil, to be kept down 

to bare essentials. Advertising 

material supplied to farmers 
must keep this in mind. 

Does it pay to advertise to 
farmers ? Crosfields, without 
hesitation, will say “yes.” They 
vill, however, add that the adver- 
ising must be knowledgeable, 
factual, simple, and original. 


to the front of each tray. Con- 
struction is in heavy gauge wire 
enamelled yellow. 


A new dual purpose display 
unit has also been issued to 
stockists of Royal Ediswan 
motor lamp bulbs. In this case 
the upright cut-out showcard 
is printed in red and black on a 
white panel super-imposed on a 
red background, with an em- 
bossed metallic coat of arms 
attached at the top. The entire 
unit is ingeniously arranged and 
cut to hold the back showcard 
with a sloping tray containing 


IBOYAL 


EDISWAN” 


VOTOR LAMP Ritus 


Left : 


can be used as a dispenser. 
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dummy cartons printed in blue 
and black. 

If required, actual cartons con- 
taining bulbs can be substituted 
for this latter portion so that 
the display unit becomes a dis- 
penser. Abbey Displays pro- 
duced the unit to the design of 
Leonard Rumble of the Ediswan 
publicity department. 


ol" hemes vate lamy 


Produced by Abbey Displays the display unit issued by Ediswan 
Right: 
the sales aid issued by the British Thomson-Houston Co., Ltd., 


Two wire trays on legs compose 
jor 


Mazda lamps promotion. 


Advertising Balloons attract attention and create goodwill! 


brightly coloured advertising balloons. 
* GARTEX "" pre-tested 
with your name 


(and, if you like, a gay design 


Ss, 
2S) 


(—Y } You cannot help being (SE 


The 


\ attracted by 


famous 


long-life balloons can be printed 
or the name of your product — 


as well). They create abundant 


goodwill wherever they are distributed. ‘_ of all 
a 


ages love them, reg sees them . 


Write now for s 


you for various 


you'll be LZ surprised at the reasonable 


of « GARTEX "’ 


quantities . 


.. We're pretty 


and the name 


assures long-life. 


samples and let us quote 


sure 


~ 


prices. 


“GARTEX” Balloons 


FOR 


ADVERTISING 


YOUNG & FOGG RUBBER CO. LTD., 124/126 HAYDON S ROAD, LONDON, S.W.19. Liberty 628! 
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‘All Chinese look alike’’ 


a nS 


Which one are you Looking ott / 


It’s just the same with YOUR products. Displayed 
differently they get the attention. Effective Point-of-Sale 
material and Packaging designed and produced by special- 
ists will increase your sales. 


PACK TO ATTRACT ...... DISPLAY TO SELL 


ABBEY DISPLAY PEMBROKE CARTON 
COMPANY LIMITED & PRINTING CO. LTD. 


Offices : 49 Charles St., Berkeley Square, W.!. Works ; 112/116, Pembroke Street, N.! 
Phone: GROsvenor 832! Phone: NORth 1613/4/5 


+ Look out for our 
“Chinamen’’ at the: 


STAND NO. 5 - GROUND FLOOR - ROW “Ss” 


EMPIRE HALL 
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. Commercial Television 


Lessons on making commercials 


—from the United States 


By MARK QUIN, 
Publicity manager, J. Lyons & Co., Lid. 


THERE is still much that now, and they have learned much Participating programme like subjects—from food and kitchen 
advertisers need to know from their mistakes, which can CBS's “Morning” show and equipment to furnishing and 


before they can finally make %¢ Of great use to us. It may NBC’s “To-day,” “To-night” interior decorating—all __con- 
u 7 : aia : even save some of us from and the “Home Programme. cerned with the home. It has 
p their minds whether they ‘ ‘ ~<a as “h do it” ite d 
want to use the new medium of aking a few of the more obvious [hese are programmes present- many ow to do i items an 
blunders. ing a combination of news, fea- even includes a_ section on 
commercial television, and ture spots, interviews and other gardening. The commercials 
whether their budgets will Mistakes being made items, knit together by a top- which pay for it are there all the 
allow them to do so. How featured commentator like Dave time, but they add to the interest 
ever, there is one thing the There are still plenty of bad Garroway, Arline Francis. or rather than interfere with it. If 
advertiser can be sure of —he commercials being shown on the Steve Alien. The commercials we are going to be able to have 
will have to know how to make 350 odd US television stations are integrated so smoothly into programmes like this, then they 
good commercials ind plenty of advertisers making the programme as to become part _ will certainly rate highly with me 
the kind of mistakes which annoy of it. Of them all, | liked the as an advertiser. 
‘ i know that the sponsori: \merica’s 35 million television set “Home Show™ best, perhaps be- Sponsors per show 
system in the United States »wners ; but I came away from a cause it is the nearest thing to 
: alien to the commercial televisior cent visit with the feeling that the “Shopping Programme” Not more than eight sponsors 
a network planned for us, but dis ross the Atlantic there is a great which, I believe, is allowed for are allowed on any one “Home 
counting this. the programmes nd of knowledge on this sub- in our commercial television Act. Show” and their products are 
over there still have their com which we can, with care. This is an hour-long pro- demonstrated live by artists 
mercials in abundance. What is Ww upon gramme, presented over NBC’s on the programme and/or on 
more, their system has been in The type of programme which 72-station network, at 11 a.m film They may last anywhere 
Operation for nearly 10 years pealed to me most was the daily. It covers a wide range of @ Continued on page 92 
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make it your business to 
visit this Exhibition 


C 


ae 


MANUFACTURERS of every type of product, from cars to 
capsules, are faced with the problem of packaging—whether 
for Home or Export markets. At THE PACKAGING EXHIBITION, 
about 200 of the leading members of the packaging 

industry show how the use of new developments in design 
materials, methods and machinery can make your packaging 
pay—by reducing production costs and increasing sales 

at the point of purchase. Everyone engaged in 

the marketing and selling of merchandise will find THE 
PACKAGING EXHIBITION witeresting, stimulating and instructive 


Remember the Dates Jan. 18th-28th, 1955 


Open daily 10 a.m.—6 p.m. 


Organised by 


PROVINGIAL EXHIBITIONS LTD. i cssociarion wirr 
F. Ww. BRIDGES & SONS LTD. In collaboration with The Institute of Packaging, London 


All enquiries to:- Organising Director, PROVINCIAL EXHIBITIONS LTD., CITY HALL, DEANSGATE, 


MANCHESTER 


* * * * : 
* * 
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, Whatever Your B ‘ a ee 
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The Layton 
Annual Trophies 


Advertisers and Advertising Agents are 


reminded that the closing date for entries 


for the Layton Annual Trophies is 31st 


January, 1955 
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a" r1vE clauses governing the submission of 


entries are as follows:— 
All advertisements entered must have appeared in 
an issue of a letterpress publication on sale to the 
public in Great Britain or Northern Ireland during 
the calendar year 1954. In each subsequent year 


similar conditions will apply. 


6 There is no restriction on the size of the advertise- 


ments which may be entered but, for the purpose 
of the award, these advertisements must not be 
enlarged or otherwise amended from the form in 


which they were originally published. 


7 Each submission should be separately mounted on 


light board or cartridge paper with a surround not 
exceeding 1}" in depth, so as to make for easier 
handling by the judges. The name and address of the 
agency and the group in which the advertisement ts 
entered should appear on the back of the mounting 
To convey a true impression for the adjudication ol 
entries, all submissions should be proofed on paper as 
close as possible to the paper used by the publications 
in which the advertisements appeared and should 
be accompanied by cut-outs of the advertisements 


as they appeared in the publications. 


8 All entries should be submitted during January 1955 (and 


in January of subsequent years). Entries received 
after 31st January in any year will be disqualified 
Entries should be marked “Layton Trophy” on the 
outer cover and addressed c/o: The Institut 
Be Igrave 


of Practitioners in Advertising, 44 


Square, London, s.w.1. 
A brochure giving full details and the official rules may 
be obtained on application to C, &@ E. Layton Ltd., 


Standard House, Farringdon Street, London, £.c. 4 
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ro AGENCY 
TV & FILM 
EXECUTIVES 


Harnessing the SPACE, FACIL- 
ITIES & PERSONNEL of the 
Alliance Studios (TWICKENHAM 
& SOUTHALL) to twenty years 
\dvertising Experience 


CO-OPTED 
Limited 


ARTS 


offer a complete service for the 
Commercials, 
Advertising and Promotional Films 
in Black and White & Colour. 


production of T\ 


Vow in production* for several leading 
Agencies, invite enquiries for Space 
Facilities, Dates and Quotations from 


The Executive Producer: 


CO-OPTED 
ARTS LTD 


19 Charing Cross Rd., W.C.2 
TRAfalgar 6631-2-3 


Directors: Alan Russell (Managing) Aveling Ginever (Ex- 
ecutive Producer) Kenneth Shipman. Director of Music: 


we 


Telephones : 


George Melachrino. 


*COMPLETION (following Shooting) is the 
bottleneck of Production. In association 
with a West End Laboratory, our cutting 
rooms at 71 Wardour Street are fully geared 
to provide Editing, Opticals, Titling and 
other PRODUCTION DETAIL to TIME! 
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COMMERCIAL TELEVISION—continued 


from 10 seconds to a minute, and 
their presentation is handled by 
the programme producer. 

Keen though we may 


be on 


| this type of programme, its fre- 


quency will have to be limited, | 
imagine, to a maximum of one 
or two hours a day, and so we 
must give plenty of thought to 
the commercial which is divorced 
from the programme. 


Two broad categories 


Broadly speaking, in the US, 
television commercials are divided 
into two categories 

@ Those designed 

specific 
and 

@ Those designed as a vehicle 


to do a 
merchandising job, 


for repetitive or reminder 
advertising. 
hen a new product is 


launched, the advertiser may well 
back it with a strong merchandis- 
ing campaign using minute and 
minute and a half spots, the 
length and frequency depending 
on his budget. Normally he runs 
this campaign for a minimum of 
four weeks and a maximum of 
cight, and, of course, he may 
zone his concentration to a 
number of cities or go national 
with it. With reminder, or repeti- 
live, campaigns the period is 
much longer, averaging from 26 
to 39 weeks, but the frequency 
is usually less and the length of 
commercial shortened even down 
to 10 second spots in station or 
programme breaks. 

Most programmes in the US 
are still individually sponsored, of 
course, although increasing costs 
are forcing a greater degree of 
co-operative sponsoring every 
day. There are important points 
I noticed here. 

When the programme is co- 
operatively sponsored, the 
different sponsors take turns 
with the position of their com- 


mercial. So the advertiser 
whose commercial appears at 
the start of the programme at 
one showing, will change to 
the middle, or the end, at the 
next. An alternative to this is 
individual sponsorship every 
other week. In these cases, the 
sponsor standing down for the 
week gets his mention in the 
station breaks. 


Secondly, the title and setting 
of a programme is_ usually 
announced before the commercial 
at the opening of the programme 
This is a useful attention holding 
device, because it helps ensure 
that the television audience are in 
their chairs waiting for the pro- 
gramme to begin 

You will notice that I was care- 
ful to stress the phrase “broadly 
speaking” when dividing com- 
mercials into the two main cate- 
gories of merchandising and 
reminder advertising, because, of 
course, there are some products 
which lend themselves much 
more readily to sound (audio) and 
v.sual (video) demonstrations than 
others, and they require special 
handling. 

The majority of all commer 
cials made in the US are handled 
through advertising agencies. In 
most cases also they form part 
of an overall promotion pattern 
in a wide spread of media, 
although it is not uncommon to 
find a different agency handling 
the television side of the cam- 
paign. Another thing to note is 
that there appears to be no yard- 
stick to indicate that advertisers 
apportion a definite percentage of 
their overall budget to television 
The checks I made showed wild 
fluctuations in the percentage of 
budgets spent on TV. 

(Next week Mark Quin will 


discuss the pre-testing of TV 
commercials.) 


| Press features in window display 


Two enlarged photographs of fashion models 
’ J 


shown in “Vogue 


magazine were used to provide a distinctive background to a window 


display in the Marshall 
display, designed by Niczewski, 
and the ‘Unda-lift brassiere. 


& Snelegrove store in Oxford Street. 
featured 
The wording in the right-hand window 


The 


i the Berlei “Sarong” girdle 


was carried at varying heights by tripods 
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MARCH IO ISSUE 


Press Date Ordinary Advertisements March I 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. Terminus 3636 
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AN INTERIM 


JANUARY 13, 1955 


STATEMENT ON 


THE HIGHAM ORGANISATION 


FOR COMMERCIAL 


TELEVISION 


HIGHAM ADVERTISING like some other Agencies, took 
the first steps in preparing for Commercial Television long be- 
fore Parliament even began to debate what proved to be one of 
the most controversial subjects in recent years. 


CHARLES F. HIGHAM (TELEVISION PUBLICITY) 
LIMITED was formed in the Summer of 1953 following an on- 
the-spot study of American sponsored television by Hugh 
Thornborough, the Agency’s Managing Director. 


PLANNING 


Since then the Higham Organisation has been carefully formulating 
and developing its plans for the setting up of a Television Unit competent 
to handle all the eventualities of the new advertising medium. Yet, while 
so many of the practical (and financial) aspects of British Commercial 
Television have remained matters for conjecture, we have deliberately 
withheld any finalised statement of our plans. 

Much of the planning by all Advertising Agencies— whether or not 
they have practical experience of sponsored programmes in other 
countries — has necessarily remained speculative. Therefore the making 
of premature and possibly sensational announcements based on in- 
sufficient data would not, we felt, have been to the advantage either of 
our present clients, or of other potential users of the new medium who 
may feel the need of our specialised Television Services. Today however, 
we are happy to make this interim announcement of our plans to date 


EXPERIENCE 


Our appointment of ROBERT BARR as permanent head of our 
Television Unit brings to the service of our Clients one of the B.B.C’s 
most experienced and successful Television authorities, widely regarded 
as Britain's foremost writer and producer of T.V. Documentaries. (This 
view is obviously held by his fellow producers by virtue of his holding 
the position of Chairman of the Guild of Television Producers and 
Directors). Barr's 14 years’ association with the B.B.C., however, does 
not entirely come to an end with his entry into the advertising world 


CHARLES F. HIGHAM LIMITED. HIGHAM HOUSE, CURZON STREET, LONDON, W.1. 


We at Highams do not subscribe to the idea of a B.B.C. v. Commercial 
T.V. “war”. We believe that there will always be a place for both the 
I.T.A. and the B.B.C., and while it is natural that we had to look towards 
Lime Grove and Broadcasting House for men of experience to lead us in 
the coming new field of publicity, we consider that Britain's first tele- 
vision service should not be denuded of the talent which has served it 
well in the early, formative years. We have agreed, therefore, that 
Robert Barr should accept a contract which the B.B.C. has offered him 
to write a minimum of four major programmes a year. 


Barr has been appointed to the Board of Charles F. Higham (Tele- 
vision Publicity) Ltd. He is being joined in our T.V. Organisation by an 
experienced te headed by JOHN OXLEY who has directed the film 
sequences for most of Barr's programmes and has studio-managed a num- 
ber of other B.8.C. shows including the controversial “ Peer Gynt “~ with 
Peter Ustinov, “ Cafe Continental ™, * Picture Page * and “ In the News ~ 


rOoLhI<¢. 9 


It will be the policy of the Higham Television Unit to ensure the most 
profitable use of Advertisers’ money in the new medium. It cannot be 
denied that in the early phases of Independent Television, advertisers 
will be to some extent subsidising the public's enjoyment of a choice of 
programmes. Accordingly, the first task which we in this Agency have 
set ourselves on our Clients’ behalf is avoidance of the dissipation of 
large expenditures on mere novelty in programmes regardless of adver- 
tising values. We believe that in appointing men of the calibre and 
experience of Robert Barr and John Oxley we are guaranteeing our 
Clients, from the very start, that Higham advertising on the screen will 
sell to as well as entertain the British public. 


The selection of Barr to head our T.V. Organisation has, in fact, been 
made in the belief that the British viewer is most likely to respond to an 
intelligent and perhaps restrained use of the new advertising medium 
It is made in the further belief that many of the commercials screened in 
America would create more resistance than sales if put on the screens 
of British viewers. Robert Barr's experience and success in producing 
T.V. programmes which have held the attention of all types of viewers, 
coupled with Higham’s own sound policy, should ensure that television 
advertising as handled by this Agency will stimulate Clients’ sales and 
at the same time add to rather than detract from the public's enjoyment 
of television programmes. 


MAY fair 7282 
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ROBERT BARR 


APPOINTED 
TO THE BOARD OF 
CHARLES F. HIGHAM 
(TELEVISION PUBLICITY) 
LIMITED 


RADIO was Senior B.B.C. War Correspondent 
at General Eisenhower's personal headquarters 
during the liberation of Europe. Barr went over to 
Television immediately on its post-war resumption, 
became the B.B.C’s first writer-producer of Tele- 
vision Documentaries and founded the Service's 
documentary section. 


TELEVISION Among the many successful 
documentary programmes he has written and pro- 
duced are the famous “War on Crime” series, 
“Mock Auction”, “ Dangerous Drugs”, “ Missing 
from Home”, “Family Doctor’, * Barrister-at- 
Law”, “1 Made News”, and “ Medical Officer of 
Health™ described by the “Daily Telegraph” as 
“one of the outstanding television documentaries 
of the year”. His latest T.V. production is * They 
Came by Appointment”, a series of true stories by 
George Sava. 

JOURNALISM As a journalist Barr has been 
a special correspondent to the “Daily Mail”, 
“News of the World”, “* Daily Mirror” and other 
National newspapers and magazines 


FILMS Barr was seconded to the Crown Film 
Unit to make a film which was selected for showing 
at the Edinburgh Festival. He has also written a 
film for A.B.C. and is at present writing for 
Ealing Studios. 


ROBERT BARR IS 


DOCUMENTARY WRITER AND PRODUCER FOR B.B.C. TELEVISION 


CHAIRMAN OF THE GUILD OF TELEVISION PRODUCERS AND DIRECTORS 


CHAIRMAN OF THE TELEVISION COMMITTEE OF THE ASSOCIATION 
OF CINE TECHNICIANS 


A FORMER MEMBER OF THE B.B.C. PROGRAMME BOARD 


CHAIRMAN: SIR PATRICK GOWER, K.B.E., C.B.,C.V.0. MANAGING DIRECTOR: HUGH M. THORNBOROUGH 
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Ad Man’s Bookshelf 


ally the graph with no zero line 
and no legend, comes in for 
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Moroney tilts at hunch merchants 
“When we prove lucky we 


*; - oa rough — = — 28 — ms — underline the 
Le progress o “Sniddo (wi act wit y new if im, my 
m4 A statistician looks at grateful acknowledgments’ to bones somehow When 
ze Beachcomber) is shown ‘to be the events prove us wrong, we 

much less spectacular than the keep a discreet silence.” 
market research men public might suppose from the But in Chapter 17 the author 
only too typical rampant graph. wheels his steed sharply round 
To add insult to injury, the and charges cap-d-pié at the re- 
7 ; os , chapter in which this sally occurs searchers with the title “Time 
T° a surprised Victorian tion to statistics, but a glance vitled “The magic lantern series and fortune telling”! The 
world, Charles Lutwidge through the later chapters, with technique.” statistician who does not like 
Dodgson proved that a mathe- ‘heir long algebraical formulae, being laughed at might have 
matician could also be a_ Will certainly make the average Subject of sampli taken warning from the closing 

eee mat tees layman wonder what real pling “ Yaga 
supreme weaver of fantasy, staticties are tke. le the couree words of our iconoclast’s short 

7 and the delight of his “ Alice” 5 his 472 pages Mr Fea Very reasonably, the important preface to the present edition: 

books (written under the pen-  canters through such statistical @%d popular subject of sampling “I am sorry still to remain 
name of Lewis Carroll) has not common-places as averages, ‘S siven two separate (and persona non grata to the index 
dimmed with the years. means, modes, medians, correla- ‘¢parated) chapters. The first. men and fortune tellers, but 
Now in our midst has appeared tions, and similar mathematical “What happens when’ we take there it is. I give way to none 
another figure-fancier, this time meat and drink to the ardent ‘@™ples,” opens mildly enough. in my admiration for the theory 
1 statistician, who manifests an esearcher. though with a word of warning (may its shadow never be less). 
unmistakable sense of humour, What of our charge of of “skewness” to come: but when it comes to a good 
and who can even quote Carroll mordant humour? Perhaps the “The physicist, as a student. deal of the practice 1 simply 

igainst himself and his craft. surprising title of the first meets oe but nice — cannot help chuckling 

For those market researchers chapter is a foretaste of sallies curves in his experiments y “ 
who in some directions are claim to oe : “Statistics undesir- kindly ae hee cant = his No_crying aloud 
ing kingship of the advertising able”! n pa 3 the tutors ten he gets out doing 

caatile our "statistic an's banter oe mr sits ba send research in an industrial lab., It may well eg — oan 
s somewhat mordant, but per- “It is an easy and fatal step all too often his graphs are market ——- 3 oe 
haps that is a good thing. It will to think that the accuracy of plum puddings, through which with this ba >, = boo dips 
: jo our researchers no harm to our arithmetic is equivalent to he helplessly and hopefully rend their clothes and cry 
- get a belting from someone whx« the accuracy of our knowledge tries to draw a trend line. Treason, treason, but we hope 
bis speaks their own language. The about the problem in hand. We The other chapter, entitled ‘hat they will not cry too loudly, 
; statistician is M. J. Moroney, and sufier from ‘delusions of “Safety in sampling,” ominously est some of their clients should 

. his book, in which he permits accuracy.’ Once an enthusiast enough is headed by an “Alice” hear, and read, cag bene apy 
himself many a sly dig at adver- gets this disease, he and all who quotation: “No, No,” said the Seriously though, here is a book 
F tisers, is engagingly titled Facts depend on his conclusions for Queen, “Sentence first, verdict ‘hat advertising people on both 
, ; a , ” nite " re is sides of the fence should read 
: from Figures (Pelican reprint, their welfare are damned. afterwards There is a crumb 


4s. 6d.). 
The cover blurb artlessly calls 
this work “ A layman's introduc- 


The advertiser's impressive 
graph (“Put it visually, Bill, 
everybody likes a graph”), speci- 


of comfort for the advertising 
researcher in the chapter “How to 
be a good judge.” for here Mr 


There is nothing here to depre- 
cate sober use of statistics 


4#.D 


Advertising Review 2 


David Ogilvy, New York Increasing the Public Acceptance of Advertising 
Hans Schleger (Zéro) World Window ' 


The British Advertising 
Quarterly with 
international vision 


Adoctor Advertising Medical Products 


Geoffrey Warren Display, the British Cinderella 
The Times 


Charles C. Knights 


Rene Elvin Colin Forbes  A/nin Lustig, Amerwcan Designer 


Singer’s W. E. Grist 
Profiles of Alan M. Wilkinson, D.S.O, and Legget Nicholson & Partners. 


Cut off and post today 4 page illustrated survey of World Advertising 


To: Advertising Review, 
8 Southampton Row, London, WC1 


Market Research, Education, Marketing, Production, Humour, etc 


Enter my sub. to four issues {1 post paid 


over 100 illustrations — 76 pages. 
one issue 5/4 post paid. 


; Name — 

Address I would like to compliment you on yoursplendid Your journal seems to me to be beautifully 
second issue of Advertising Review. This is a produced and should prove a valuable publi- 
really expert production and is a valuable con- cation 

. tribution to the study of advertising. I have asked Head of Display Department, 
Firm our Library to order two copies regularly pe tg Fra Distributive Trades, 
1.C.1. Ltd, (Teryiene Council . 
Signature AW The first issue is absolutely excellent and the 


Most impressive, both in format and execution. reproduction first-class 


Bill me home/office Cheque/p.o. enclosed The Zlowe Company, New York 


Ronald Searle 
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OUR GOOD RELATIONS 


Forgive the little boast, but we 

are rather proud of our good 
relations with our customers. So 
what, do you say?... But please 
read on. These good relations are 
significant because they derive 

from the Gee and Watson 

tradition of personal and helpful 
service. Our customers know that 
we can be relied on to give our 
consistent best in workmanship 

and in service, which is not to say 
that there is never the rare occasion 
when we fall the least bit short 

of the plus standards which we 

set ourselves. Customers’ letters 
underline these sound relations, as 
this excerpt: “. .. Looking forward 
to our continued good relations and 
thanking you for the excellent 
service rendered,’’ and this one: “I 
would like to compliment you on your 
excellent standard of typesetting and 
blockmaking, and on the courteous 
personal] service.” 


111 Shoe Lane London EC4 Cen 6555 18 lines 


Office at 4 Chapel Walks, Manchester 2, 
Biack friars #060 


Service in the spirit of helpfulness 


PROCESS ENGRAVERS ARTI 
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TRAPINEX “= 


FOR TRANSFERS Kenneth 
Kirkland 


NE of the small group ol 

young illustrators whose 
work has become well known 
since the war is Kenneth 
Kirkland. 

His studies at the art schools 
of Birmingham and Norwich 
were interrupted by active service 
in the Far East, and during this 
period in the army he decided 
that his future lay in magazine 

bd illustration and he devoted his 
ervice post-war training to this end 
On the look-out for new talent, 


James W. Drawbell, the managing 


° editor of a group of women’s 
an ud it magazines published by Newnes 
and Pearson, became interested 
in his work while Kirkland was 
‘ at Norwich Art School. Realising doubt and fing 7 
Write or phone: TRAPENIX LTD that he could gain valuable ex- ne 
perience in the studios of a maga- 
176-188 ACRE LANE, BRIXTON, S.W.2 zine, Kirkland asked for a staff Part of a double page spread 
BRIXTON 2057-8 job. In this way he was able for desien by Kenneth Kirkland for 
three years to study the work and Modern Woman 
technique of leading illustrators 


FREE APPROVAL is the best test of value both British and American asks: “Could it be that adver 


Towards the end of this time  tisers would benefit by studying 


(he calls it his “three years in the colour, freedom and subtlety 
incubation”) he spent most of his of illustration that make a 
time working on his own illustra- woman's magazine the phenomen- 
tions so that when he started ally successful vehicle it ts to 


free-lancing, he found his time day?” 


fully occupied with illustrations On the question of the lack of 
for the same group of magazines up-and-coming British illustrators, 
After two vears of story Kirkland blames the methods of 


R illustration he has _ recently the average art school ‘The 
VINCENT STEER’S monumental book begun to operate in the advertis- pot —— that en- 
> fi s experi > velops th art student encour- 
I tells you all you want to know about layout, typography, ne ae oly, yy ag nid — uaee ten in the main to neglect 
process work, paper, colour and the various forms of “! feel that I am being asked to te earnet, pe av en a, 
-. # — aia : conform too rigidly a pattern ig capital “A’ and to regard an 
press and direct-by-mail advertising. The chapters Of which I consider too st if Boe too thing as degrading as moncy as a 
Dramatising the Advertiser's Message, the Principles of Type “atic”. Putting bis neck out, he demon Bod. 


Selection, and the Romance of Type Design will give you the 
essential background you need to gain mastery over type. Sir 
Francis Meynell says “I have read many books on the subject 
and once even wrote one myself. | make no exception when 
I say that Mr. Steer’s seems miles the best.” 


2B HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS 


TRAINING THE MIND TO VISUALISE LIMELIGHT Pr THE LAYOU 
CAI LIGRAPHY . TYPE DESIGN LETTERING POR LAYOUT . ORNAMEN1 
USB OF PRINTER'S RULES TYPE CALCULATIONS FINE TYPOGRAPHY 
DRAMATISING THE ADVERTISER'S MESSAGE . CHOOSING THE RIGH! 
PAPER BOOK TYPOGRAPHY . COMMERCIAL TYPOGRAPHY 


. TYP6 
SELECTION CHART . 48 COPY-FITTING CHAR 
OF 500 TYPEFACES. TS . INTERNATIONAL PARADE 


eats ~-FREE EXAMINATION OFFER-—----------~-- 
Je & CO. LTD... AW Dept. 53 Upper Parliament Street, NOTTING 
Please send me PRINTING DESIGN AND LAYOUT, in 1 volume. I will a 


ft tm one week of send you 10/- deposit and 4 further month! : go 
(Cash Price 47/6). — =» 


e ‘hase Left: This painting by Kirkland indicates his ability to portray 
-~ POI n 0 0 on prediceccssnccccresasencsosesoncesese sophistication. Right: He can also handle casual themes. 
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Who Buys Building Materials in the U.S.A. ? 


Well, 65,317 Wall Street Journal subscribers specify or authorize the buying 
of building materials. 


Who Buys Company Insurance in the U.S.A. ? 


Well, 120,859 Wall Street Journal subscribers specify or authorize the buying 
of company insurance. 


Who Buys Materials Handling Equipment in the U.S.A.? 


Well, 50,876 Wall Street Journal subscribers specify or authorize the buying 
of materials handling equipment. 


Who Buys Office Machinery in the U.S.A.? 


Well, 100,324 Wall Street Journal subscribers specify or authorize the buying 
of office machinery. 


Who Buys Plant Machinery in the U.S.A. ? 


Well, 62,143 Wall Street Journal subscribers specify or authorize the buying 
of plant machinery. 


Who Buys Company Trucks and Cars in the U.S.A.? 


Well, 81,313 Wall Street Journal subscribers specify or authorize the buying 
of trucks and company cars. 


Who Buys the Retail or Wholesale Lines in the U.S.A. ? 


Well, 81,376 Wall Street Journal subscribers specify or authorize the retail 
or wholesale lines their companies carry. 


Write Mr. %, €. Calllis, Advertiving Director, The Wall Street Journsl, 
41 Broad Street, New York City, N.Y. 


If you advertise to business in the U.S. A., The Wall Street Journal should head your list. 


GO —“™SC‘és 
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The Year's Prospects 
INTERNATIONAL TRADES FAIR 


is in view for Southsea in June. Negotiations are taking 
place between the Portsmouth City Council and the organizers, 
which would bring thousands of visitors to Southsea. The 
organizers have chosen Southsea, because of its central 
position on the South Coast. 


Fe £14,000 PLAN FOR SOUTHSEA PIER 


The City Council will be asked at their next meeting to 
approve plans to modernize the South Parade Pier, which 
attracts more than |,000,000 visitors each year 


SAPACTORY PLANS ... coady, ant negotiation 


in progress, for the establishment of a new factory in Gosport, 
to manufacture a medical product. This could employ over 
2,000, and attract a continual flow of visiting experts from 
European markets 


Every year is a year of Progress 
in the area served by the 


Evening News 
PORTSMOUTH 


... and a BETTER year for its advertisers 


LONDON OFFICE: 
8S FLEET ST.,E.C.4. Telephone CENtral 2645 


of lady Gives Results 297% 


Higher than any other publication 


One of our advertising clients recently tested the results 
obtained by “The Lady” in comparison with big national 
dailies and magazines—this is what he says... 


“We have just concluded an analysis of results from three 
months’ publicity on the basis of orders received per £ 
spent on advertising. The results from ‘The Lady’ are 
297% higher than any other publication.” 


This kind of letter is constantly coming in as proof of 
the extraordinary selling power of ‘The Lady’’—something 
+ which is not fully shown by its official circulation figure 
of 81,700. This figure would be at least four times as big 
if it were possible to count in the hidden “hand-on” 
circulation of readers who borrow “The Lady” from 
friends or read it in restaurants, hotels, hairdressers. In 
fact, the actual pulling power of ““The Lady” can never be 
shown in figures—thi. is one of those papers with that 
indefinable “something” which inspires reader loyalty and 
makes ““The Lady” an even stronger selling medium than 
seems obvious at first sight. 
If you want to sell anything connected with fashion, 
cookery, health and beauty, furnishing, travel, literature, 
children’s interests, the theatre, cinema or gardening, then 
“The Lady” is a really reliable medium to choose. 


Write to the Advertisement Manager, Miss G. E. Careless, 


TEM 8705/6/7 
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Colour and whimsy aid 
sale of new books 


Bright, cheerful and prodigal use of colour allied to humour 
has characterised much of W. H. Smith & Son's recent adver- 
tising. An artist new to this country has helped in the campaign. 


| ey many years W. H. Smith 
& Son have been regular 
advertisers in underground cars 
and always their art work has 
been a feature of the advertise- 
ments. 

They have had series illus- 
trated by Ronald Searle, Anton, 
Rix, John Gilroy—among other 
notable artists. This last autumn 
they came out with a new 
and original series by a Swiss 
artist, Donald Brun, whose work 
comes fresh to this country in the 
advertising field but whose repu- 
tation already stands high on the 
Continent. 


Use of humour 


A prominent feature of this 
series he has done for Smith's is 
the bright, cheerful and a prodi- 
gal use of colour and a certain 
élan and whimsical humour that 
causes these advertisements to 
stand out when displayed in the 
underground cars. It would not 
surprise Smith’s if Brun’s work 
does not become as popular and 
as familiar before long in this 
country as it already is in his 
own. 

Another feature of Smith's ad- 
vertising this last autumn has 
been the series of advertisements 
for their bookshops in the literary 
reviews and in the national news- 
papers that have a large literary 
following, for instance The 
Sunday Times, Observer, and 
The Daily Telegraph. 


Fighting the competition 


The difficulty of the advertiser 
on the book pages of these news- 
papers is to work out a style that 
will lift his advertisement away 
from the surrounding competi- 
tion. Publishers are mostly 
limited to four inch, or at most 
six inch, single column. spaces 
and it is, therefore, not easy for 
them to provide more than a 
rather dull type-set advertisement 


‘ 


to one of 


W.H. SMITH 
& SON’S 
BOOK SHOPS 


to get a book about it They have 
books on every possible subject. 


National periodicals and maga- 
zines have carried such advertise- 
ments as these. 


which gives a general uniformity 
and sameness to the advertise- 
ment columns. Some time ago 
Smith's publicity department de- 
cided that their chief hope of 


@ Continued on page 102 


look - 


stationery 


The Lady Led., 39-40 Bedford St., London. W.C.2. 
“ One of the cards which is being used in the London Underground to 
promote the sale of W. H. Smith & Son's stationery. A prominent 
feature of this series is a cheerful use of colour by Swiss artist 


Donald Brun. 


bli 


- 100 a 
@ v ° 
4 q ‘é 
Be EE bd 
+ / 
3 Nyy ‘yt 
a bay any daa 
i es > © ui 
ie I'm off 
— 
~—— | 
~, : Gears es ’ 
a ee ; = from 
r Ba W.H. Smith & Son 
4 — = a = 
yo Ae 
0 LL P| 


JANUARY 13, 1955 ADVERTISER'S WEEKLY 


ADV ER Ti SiN G 
by 


ELEY reSrOon 


The Last Link 


The most careful planning, the most brilliant ideas 
and scripting, can all be cancelled out if the production 
of a television commercial isn’t absolutely shere. 

Although T.V.C. can take everything off your hands 
and function as your own T.V. Department, you ma\ 
prefer to look after the planning and creative work for 
your clients yourselves. But you certainly won’t want to 
tackle the actual production, and that’s where we com¢ 
in. Come and let us show you some examples of our 
work, on a T.V. screen. If you have a pack or a product 
you'd like to see on the screen—bring it with you. 

A T.V.C. production will not only be a first-class pice: 
of work; it will also se// the product, service or idea. For 
while T.V.C. is led by men of unequalled experience in 


radio and television, they are also basically advertising men 


For successful Advertising by Television, — 


LEAVE i'x" 
"a" <> 


to plan 
to create 
to produce 


T-V- COMMERCIALS LIMITED productions on shall be 
3s PORTLAND PLACE +: LONDON « W1 + LANoham 200 api ete 
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HOME COUNTIES 
NEWSPAPERS GROUP 
OFFERS A COVERAGE 
OF OVER 1,000 SQUARE 
MILES IN 


BEDS, 
HERTS & 
BUCKS 


Bath’stone 
attracts 


The 1,000 square miles covered 
throughout Beds, Herts & Bucks by the 
Home Counties Newspapers Group is a 
proved testing area. Al! test campaigns 
have shown that the area is one of the 
richest and most fruitful in che country 


PER TRADE 
a ABS. 
INCH RATE 


A.B.C. NET SALES 


132,860 


Represented in London ivy 
WILL KITCHEN, jr., LYD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 


Advertisement Monaoger Cloude W Gilde 


Not by 
Accident 

But By 
Design 


BERNARDS DISPLAY 
STUDIOS 


WON the ‘Display’ 
award at the 1964 


NATIONAL DISPLAY 
EXHIBITION 


for the best designed and 
constructed exhibition stand 


o 

Hernards specialise in 4-Dimen- 
sional Displays and are top in every 
thing but price 

For ingenuity, elegance and speed 
in production on any display project 
from a figurine to an exhibition 
stand—Ring CHISWICK 282: 
BERNARDS DISPLAY STUDIOS 

17 Burlington Gardens, 
London, W.4 


Walk down 
(Bath's Oxford Street) any week- 


Milsom Street 


day and try to assess the total 
value of the cars you see——cars 
owned by people who prefer to 
do their shopping in the City 

The fine shops developed to 
erve the monied visitors to Bath 
now attract discriminating buyers 
from a large area of the West 
Country and the large resulting 
olume of Bath's retail trade 
is yet another reason for the 
steady prosperity of the city 
and its adjoining county areas 
{ Somerset and Wiltshire 

This flourishing cross-section 
should not be omitted from 


.any national campaign. It is 


easily reached through the Bath 
Chronicle, which for 10 - per s.c.i 
blanket 


coverage of the whole area. It's 


gives you positive 
the only evening paper printed in 
Somerset and it sells—-1} copies 
for every house in the city 

You can't cover the West properly 


without the BATH & WILTS 
CHRONICLE & HERALD 


Math 


AND witts 


Cyronitle 
AND HERALD 


L 


* The ONLY 


evening paper printed 
and published Somerset. Ge 7) 
details from: The Advertisement Manag: 
134 Fleet Street. Landon. Ft 4 
Telephone: Central 2767 


GLOVERS 
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NEW BOOK ADVERTISING —continued 


W.H. Smith & Son 


1 certain élan and whimsical humour has heen used by W. H. Smith 


j 


& Son in their tube cards (as above) and general press advertising 


The compar is also acti\ 


making their advertisement stand 
out resided in the use of bold 
black illustrations with plenty of 
surrounding white space 
In order to make sure of this 
they were prepared to sacrifice 
copy; indeed this was a sacri- 
fice they could well afford to 
make as the message was essen- 
tially brief. Their object was 
to emphasise and _ reiterate 
merely that people who like 
books can get what they like 
from the firm’s bookshops. 
Very soon the regular readers 
of the book pages must have 
recognised the WHS advertise 
ment because it was unlike any- 
thing else that normally appeared 
on the page and its boldness im 
mediately claimed attention. The 
announcements were tied-in dur- 
ing the summer and autumn with 
popular events. The illustrations 
were drawn by fF Middlehurst, 
whose work als illustrates 
another major item of Smith’s 
publicity—the production, twice 
a vear, of the Book Window 


Magazine distribution 


This magazine (running from 
64 to 72 pages) is distributed 
through the organisation’s book 
shops and bookstalls to book 
customers and potential custo 
mers. Apart from its features, it 
contains classified lists of current 
ind forthcoming publications and 
each book is fully annotated. A 
feature is Personal 
choice” wherein eminent people 
representing education. business 
journalism, parliamen terature 


special 


radio and television, s; and the 
theatre accepted Smith's invita 
tion to name the books which 
they would welcome for 


example —as Christmas _ gifts 
[his publication has now become 
one of the most important items 
of book publicity issued by 
Smith's, and although costly to 
produce it is probably one of the 
most profitable 

The Christmas period is a busy 
break-neck time of the vear for 
all retail organisations and at 
Smith’s it is no exception. During 
the 13 weeks period preceding 
Christmas, weekly advertisements 
are booked for each of the 400 
shops in the local and provincial 
newspapers Firm believers in 
the local newspaper and in the 
value of local patriotism, Smith's 


r 


in the direct mail field 


find that this medium enables 
them to vary their advertisements 
according to the size of the shop 
(which in turn governs the facili 
ties and services that it can offer) 
as well as to local characteristics 

The company is also active in 
the direct mail field although most 
of its direct mailing is carried out 
through the branches themselves 
by means of letters supplied by 
publicity department. Each piece 
however, bears the branch 


address 


Fairy tale basis 


The scheme of Christmas dis- 
play advertising in 1954 was 
well based on Father Christmas 
and well-known fairy tales, and 
the firm followed tts usual 
custom of providing branches 
with colourful showcards, 
streamers and posters. A slight 
change was made last year in 
that some showcards were 
issued with the = illustrations 
embossed on white flock paper 

In an organisation of the size 
of Smith's there must obviously 
be heavy and regular routine 
“all the year round” items of 
advertising; but this autumn 
winter the programme has been 
high-lighted by the underground 
scheme, and the series of book 
advertisements 


| New. style bottle 


Dandruff Treat 


The two-ounce 
ment hottle and label fron 
Richard Hudnut Ltd., have been 
rede Sigrie d The new flask -shaped 
bottle nas a white cap an | 
features a ereen-and-white lahe 
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Would you like to see 


a good advertising agency at work ? 


Any advertiser is very welcome 
at 37 Park Street; ring Mayfair 9255 
ask for the Managing Director (s 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON WI 


among our clients : 


ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 


LONDON ELECTRICITY BOARD, PYREX, ROYAL 


FESTIVAL HALL, SIMPLEX & CREDA 
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InIreland... 


the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 


London Office: 59, Fleet Se, E.C4 


THE E-54 AIR BRUSH 


is sim@ar in all respects to the 
A-5S4 except that it is equipped 
with a large colour cup. 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising commercial artists who have tested 
these improved Aerograph Air Brush models 
hail them enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation plus all the 
well-known Aerograph advantages. Write for 
details to the address below (Dept. 5 AB) 


AEROGRAPH 


AIR BRUSHES 


THE INSTRUMENTS FOR FINER EFFECTS 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Tel: SY Denham 6060 (8 lines) 


City Offices and Showrooms: 47 Holborn Viaduct, London, E.C.I. 
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NEWSLETTER 


From Edward F. MacSweeney 


JaNUARY 13, 1955 


newspaper co-operation 


Special local features have stimulated business in the Irish news- 
paper world and in a number of cases big issues have been run. 


HIS has been an excellent 
season for Irish adver- 
tising agents, not merely 
because of the volume of busi- 
ness but because—for the first 
time in many years—there has 
been little re-arrangement of 
schedules necessary due to 
newspaper space limitations. 


Big business scheduled 


Newspapers have been particu- 
larly co-operative and have been 
running big issues to cope with 
the volume of business set for 
scheduled dates In a number 
of cases this business has been 
stimulated by special local fea- 
tures. These have been appear- 
ing in Irish newspapers for some 
time past, and at times have been 
a subject for criticism for their 
seeming irrelevance in national 
journals. Recently the pressure 
appears to have been stepped up, 
largely through the intense com- 

etition between the /rish Press 
and Evening Press with the Irish 
Independent and Evening Herald. 

Some of these features have 
been concerned with compara 
tively small events in provincial 
towns. 


| Other media use | 


During this year 1955 it is 
anticipated that there will be an 
increasing use of “other media” 
in association with press adver- 
tising. 

Sponsored radio continues to 
increase in popularity with Irish 
advertisers and recently the first 
motor distributor to use radio (a 
main Ford dealer in Dublin) has 


McConnell 
(incorporated Practnuoners 


in Advertising) 
mean business 


IN DUBLIN 
Publicity House, Pearse Street 
IN LONDON 
St. Stephen's House, Westminster 
IN COLWYN BAY 

25 Prince’s Drive 


IN NEWCASTLE 
126 High Street, Easington Lane 


TAS 


introduced a Saturday morning 
comedy show using Din Joe, a 
comedian already well established 
through programmes on Radio 
Eireann’s normal programme 
schedules. Sponsors are showing 
themselves increasingly restless 
with routine disc jockey pro- 
grammes, and there is a belated 
trend away from this type of pre- 
sentation. An exception is Radio 
Review, which has a useful tie- 
in for its disc show because it has 
recently opened a gramophone 
record shop on the ground floor 
of its new premises 

Considerable interest bas been 
aroused by the first advertising 
colour cartoon film originated in 
this country, “Any Time,” for 
Urney’s Chocolates. The 
account is handled by 
O’Kennedy-Brindley and cartoon- 
ist Niall O’Kennedy created the 
figures. Production was done in 
London by Pearl and Dean. 
Placement has been through 
Cinema and General Publicity 
and public reaction has been 
excellent. 


Successful course 


The public relations course 
organised in conjunction with the 
Dublin Vocational Education 
Committee by the Institute of 
Public Relations in Ireland is 
proving very successful, with a 
full complement of pupils — 
including some members of the 
Institute. Public relations is 
newsworthy in Ireland at the pre- 
sent time and recently the Even- 
ing Herald devoted a feature 
article to three of the women in 
public relations work in Ireland 

Miss Pat deVere Hunt (But- 
lin’s), Mrs. Peggy Rushton (PR 
consultant) and Miss Oona 
MacWhirter (Odeon, Ireland). 

The Publicity Club of Ireland 
has sent a message of sympathy 
to D. J. Garvey (Janus, Ltd.) on 
the death of his mother. ; 
Fogra Failte (Irish Tourist orga- 
nisation) published 62,000 copies 
of “Ireland of the Welcomes” 
annual, 49,000 being distributed 
free. Publication cost, £5,600. . 


Dan Mukerji, PRO for Pan 
American Airways, spent the 
holidays in Ireland. 


Christmas 
... The Advertising-Press Club 
meets a team from W. D. and 
7 O. Wills in debate on January 
17. 


} eC ma a 

es -;) ; ¥§ 
y 4 A | | 
eS Bg 
| ; \ y =; | 

[Sa oe —— —— 2 
| ) x Aa Ad men get valuable 
’ wag t/ \ 
it 2 es |X 
Dr } / il 
Sf. 
: 
: ee 
‘ ee 
2 .¢ Better than ever—the ce 
| — 
# ’ 
ae ——_—_ 
=a! i \e 
a — 
gL 
as 

aa ——_— EEE 


January 13, 1955 


that I have ever seen in my life” 


LORD LUCAS OF CHILWORTH 
speaking in the House of Lords 


E cast, the settings, and the costumes were there for only a day. There could be no re-takes. 
i was ‘now or never’ for sixteen camera crews, eager to capture the breathless moments of 

Coronation Day. 

Twelve of the cameras were set, towering above the crowds, along the Coronation route. 
Beside each one stood an excited Queen’s Scout — ready to rush each reel of exposed film to 
despatch riders at the street barriers. They in turn roared away westwards along almost empty 
roads towards the Technicolor Laboratories on the fringe of London Airport. There the entire 


staff of one thousand worked day and night to process 56,300 feet of film. 

That was only the first stage in an elaborate distribution plan. Soon it would involve railways, 
aircraft, lorries and—in India and Pakistan — even mules and camel-trains. For millions all over 
the world were waiting to see A QUEEN IS CROWNED. 


~ 
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The Plan becomes ‘int 


Processed, edited down to 7,717 feet, music and commentary 
recorded, and the first colour print ready within sixty hours of the 
Coronation ceremony—the making of this momentous film broke 
all records. 

On Friday June sth (only three days after Coronation Day) A 
QUEEN IS CROWNED had its world premiére in London and the first 
overseas prints were airborne. By midday on Saturday it was 
delighting packed houses in Canada and the United States. 
Meanwhile more prints set out for Australia and New Zealand, 
South Africa, India and Pakistan, Burma and Singapore, Norway, 
Sweden and Denmark, Finland, France, Belgium and Greece. 
During the next few days the commentary was dubbed into cight 
languages 

Within fourteen days of the Coronation, A QUEEN IS CROWNED 
was shown in every country of the world outside the Iron Curtain. 

Into London came cabled comments from the Group’s partners 
and associates overseas. From South Africa : “Business double any 
previous film.’ From New Zealand : ‘Bookings absolutely fantastic.’ 

From Australia : “Greatest prestige film ever.’ 


From Canada : ‘Packed thrilled spellbound 


as ARTS 3. 2 


Day; FOr 


ate 7 te e 


AN K 


applauding cheering house.’ 
and telephone difficulties.’ 


From Norway 
From Germany 


‘Film causing traffic 
‘Public enraptured.’ 


Ambassador extraordinary 


Perhaps no other film has meant so much in goodwill for the 
British Commonwealth of Nations; has expressed so clearl 
the solidarity of a people. Certainly no other film has proved so 
decisively to the world that the function of Britain’s film industry 
is something more than film-making. 

Efforts made over the years to open more and more world 
outlets for British films were repaid in full. The complex 
machinery of film distribution worked perfectly. 


VOLO 


We are proud indeed that the opportunity was ours—not 

only to make such a film as A QUEEN IS CROWNED, but 
also to carry it to the farthest corners of the carth in 
a way never before attempted. 
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Trade and Technical Press Viewpoint 
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The aims and objects of 


the trade press 


H EADERS of trade journals 

in several fields have lately 
been taken behind the scenes 
and told something of the 
policy and aims of the weeklies 
or monthlies to which they 
subscribe. 


It has been no concerted PR 
effort on the part of the trade 
press; just that several proprie- 
tors and editors have been talk- 
ing at trade gatherings at the 
same time, and ther remarks 
have been passed on to reader 
at large-—-a policy which has 
everything to commend it, in my 
view. 


Unaware of policy 


Even in this enlightened age 
there must be a big proportion of 
the readership of trade journals 
which is completely unaware of 
the all-over picture of policy and 
service; the knowledge of these 
readers is confined to those 
aspects which affect them indi- 
vidually That they cannot be 
blamed for the lack of a deeper 
interest 1s no reason for letting 
g0 Opportunities to make good 
the deficiency through the news 
columns 

The editor of British Jeweller. 
W. H. Leese, gave his talk to the 
London Region of the Junior 
Council, British Jewellers’ Asso- 
ciation. He said the trade was 
unusually well served by trade 
periodicals ; there were about 15, 
of which 12 were published for 
the jewellery trade and three fof 
the fancy goods trade They 
might wonder whether this small 
group of trades should be called 
on to carry such a burden, since 
all of them depended on advertis 
ing for their existence 


Making a profit 


The first function of nearly all 
trade papers—certainly of those 
privately produced—was to make 
a profit for the publishers, he 
went on That was the chief 
reason for their existence. But to 
make a profit they usually had to 
be fairly good trade papers, doing 
their job efficiently, meeting the 
needs and stimulating the interest 
of their readers. Otherwise they 
would not have any readers, no- 
body would want to advertise in 
them, and they would very 
quickly cease publication. They 
served a specialised readership, 
giving news of the trade, of de- 


By 


velopments in such matters as 
production, display and market- 
ing, and personal news also about 
people in the trade. 


Valuable function performed 


They also expressed views and 
sought to influence opinion on 
matters of concern to the trade. 

. . The trade papers _per- 
formed a valuable service in keep- 
ing the ordinary reader, the rank 
and file member of the trade, in- 
formed on economic and political 
developments which affected him 
in his business. 


Through their advertising pages, 
continued Mr. Leese, the trade 
papers enabled manufacturers to 
maintain regular contact with cus- 
tomers and potential customers 
and to announce and illustrate 
their latest products, in a much 
nore satisfactory, less trouble- 
ome and more economical way 
than any other. The retailer in 
urn was kept informed in this 
way of all the latest production 
developments, new materials, new 
patterns, novelty lines, and so on 
He also had before him a con- 
stantly up-to-date work of refer- 
ence, covering nearly all the 
articles he was ever likely to re- 
quire for his stock. 


The editor of Gifts and Fancy 
Goods, E. Jacquier, also spoke at 
the meeting, and both he and Mr 


HERE, GOOD GLOTHES, GOOD FOOD 


SCRUTINEER 


This is the latest in 
the “top-hat™ series 
of advertisements 
arranged by British 
Paints Ltd., to 
draw attention to 
their gloss paint 
In two colours, it 
makes an attrac- 
tive front cover 
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Municipal 
Engineering 


SANITARY RECORD & MUNICIPAL MOTOR 


Pretec, ah tee Clitat pmvrmat a Tine Namen sain ab Canal Cees Comat Smesenges 


Leese answered questions about 
the trade press put by members 
of the audience 


* * * 


At a bakery trade dinner at 
Cardiff, John Figgins, editor of 
British Baker; and Peter Macnab, 
editor of the Baker, clashed, 
according to a report in the latter 
journal, which said Mr. Figgins 
pulled no punches in an attack 
on journals which acted as the 
official organs of trade organisa- 
tions. He was scarcely less severe 
on the topic of secrecy and 
matters which were treated as 
“private and confidential” by the 
persons handling them 


The baking trade was probably 
more fortunate than any other 
trade in the country in its press, 
Mr. Figgins said, and the most 
important rule for the trade 
journal, he thought, was that it 
should lead opinion and not 
follow it 


It was of no benefit to anybody 


AND GOOD WINES GO TOGETHER 


This is a double-page spread from the December issue of “Cloth and 


Clothes.” 
presentation of male and female 


Actual restaurant scenes are used as a background for a 
fashions. High spots of the menus 


are also mentioned in the captions 


for a journal to be the official 
organ of an association, unless 
that association had a high per- 
centage of readers who were not 
already readers of the journal. 
Mr. Figgins put the association 
membership required at at least 
1,000 members. “Even then it 
may well be that the paper gains 
only some 30 to 40 extra reader- 
ship.” he said, “and for that the 
publisher is expected to supply 
his journal to the whole of the 
membership at a cheaper price 
than normal.” 


Trade paper reports 


On the subject of private meet- 
ings, Mr. Figgins said certain 
action had .been taken in the 
South Wales area of which he 
had expressed his disapproval 
“Some report should appear in 
trade papers for the benefit of 
those who were not present at the 
meeting,” he claimed, and criti- 
cised the practice of organisations 
treating trivial matters as 
“strictly private and confidential.” 
Mr. Figgins concluded his address 
by stressing the industry's need 
for a press relations officer. 

Surprise was expressed by Mr 
Macnab at the fact that Mr. 
Figgins had addressed a body 
which as far as British Baker was 
concerned did not exist! 


Service to readers 


Expressing his own personal 
views on the subject, he said it 
was to him a mystery still un- 
solved that a national bakery 
paper could claim to give proper 
service to its readers when it 
virtually ignored the existence of 
the only national trade body 
representative of the independent 
baker both large and small. 

The weakness of an associa- 
tion’s publication, he went on, 
was that it admitted no other 
viewpoint than its own, but he 
could see no reason whatsoever 


@ Continued on page 108 
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TRADE PRESS SURVEY-—continued 


for Mr. Figgins’ gloomy approach 
to the subject, nor why the 
existence of an official organ of 
the type of the NA Review 
should harm an alert and progres- 
sive independent trade paper. 
“The case of the Institute and the 
Baker is different in that by its 
constitution the Institute is a 
strictly non-political body,” he 
concluded. “It seeks to serve the 
bakery craftsman by improving 
his status, his education and his 
opportunities, three ideals which 
the Baker cherishes and 
champions.” 

Both the Drapers’ Record and 
Men's Wear carried reports of a 


| talk on the trade press given by 


their director and general man- 
ager, Andrew Milne, to the 
ladies’ section of the Buyers’ 
Association. He made the point 
that the reader of the trade 
journal was probably the most 
loyal, intense and responsive. 


* - * 


THe time has arrived when 
dentists should take concerted 
action to influence the man-in- 
the-street to regard their profes- 
sion with greater respect, declared 
E. Brebner, in a recent article in 
Dental Record. WHe added that 
the profession was, however, at a 
great disadvantage where public 
relations and publicity was con- 
cerned because “lacking the 
glamour of medicine, we do not 
get much attractive publicity 
from the various media which 
are employed to-day to educate 
and entertain the public, e.g. the 
press, radio, film world, reading 
material.” 


No romantic figure 


He continued: “Who ever 
heard of a dentist cutting a 
romantic figure in a film, a radio 
serial, a play or work of fiction ? 
There may be an odd one here 
or there but more often than not 
he is a comic character. The 
lead goes to the lawyer, the doc- 
tor, the soldier and the news- 
paperman. The point of course 
is that, lacking the glamour of a 
profession such as medicine 
which gets a great deal of atten- 
tion unsought, it is surely more 
than ever necessary for dentistry 
to take a greater hand in guiding 
its own publicity.” 

He went on to say that dentistry 
had suffered much from the lay 
public from publicity detrimental 
to its status, e.g., through slight- 
ing and contemptuous references 
and often as the butt for bad 
jokes. “The teeth can be most 
unromantic objects, particularly 
when broken down through 
decay, but surely controlled efforts 
by dentistry itself would do much 
to counter this bad publicity.” 


* * * 


THe weiter of “Onlooker's 
Notebook” in Pharmaceutical 
Journal commented that he was 
surprised to receive an envelope 
bearing a Paris postmark, but was 


disappointed to find it was not 
sent by some friend there. It 
was an advertisement asking him 
to subscribe to a magazine pub- 
lished from a London address. 
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"For forty-six 
years we have 


availed our- 


Such conduct brought forth this | 


comment: “It seems that once 
again some enterprising advertiser 
had been’ using a copy of. the 
Register. Periodically one doctor 
or another complains of a similar 
use of the Medical Register and 
fulminates against the spate of 
pharmaceutical literature he 
receives. The latest outburst, 
which I have seen, appeared in 
a letter to the Manchester 
Guardian, in which the author 
referred to his accumulation of 
blotters and the pictures which 
appealed to his children. How- 
ever, he also admitted that a small 
file of possibly useful information 
could be built up from this 
source. Soon afterwards another 
practitioner, in rebuttal, praised 


selves of the 
services 
offered by the 
‘PAINT, OIL and 
COLOUR Journal' 
as an 
advertising 


medium. " 


the concise, attractive pamphlets | 


which contained the result of 
valuable research. He had found 


representatives of pharmaccutical | 


firms to be courteous and intel- 


J. F. Farwig & Co. Ltd. 


CONTAINER MANUFACTURERS 


ligent, their correspondence little | 


trouble and frequently helpful. 

“It is not always realised that 
most manufacturers maintain 
information departments for the 
assistance of both medical prac- 
titioners and pharmacists. The 
first complainant alleged that 
there was ‘no comprehensive non- 
commercial publication to inform 
doctors promptly of new drugs 
and their value. If in law an 
action for libel by omission 
exists, it should be raised by the 
publishers of our own [the 
Pharmaceutical Journal's) ‘Index 
of New Products’.” 


* * * 


SHOULD SUPPLIERS pay retailers 
for showing their goods in their 
shop windows? The question 
was put by a reader in a letter to 
the Outfitter. Commenting on it 
a leading article declared: “The 
shop window is one of the 
retailer's most valuable assets. In 
it he is able to show goods of his 
own choice, goods which belong 
to him, goods which he believes 
will appeal to the section of the 
public which he desires to serve. 
The retailer's display space is 
also something which must 
appeal to his suppliers. This 
applies particularly to owners of 
advertised branded goods, for if 
that advertising can be directly 
linked at the point of sale, then 
the manufacturer has gone a 
long way towards his objective. 

“One of the most cherished 
attributes of the independent out- 
fitter of to-day is undoubtedly 
his independence- -his freedom of 
choice to buy, to show, to sell. 
The success of his independence | 
lies in his own wisdom. There- 
fore would he be wise hiring out 
his own property to the supplier | 
willing to pay the highest dues ? 
His freedom of choice would 
obviously be lost.” 
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Technical Print Review 
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and Shipbuilding 
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plain backgrounds to printed Ayon India Rubber Co. Lid. 
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Also, of course, a bright colour ¢ feels that the colour has been 
or colours attracts attention—a 


washed out. The orange and e e 
Pecgcne ; yellow are not half bright i 
premary objective even in the enough. The effect is anaemic British O % 
—* ane pe. Added to this the half tones are 
or example, the publication laid out in a static manner 

from  Firth- Vickers Stainless There is no vitality in the job MONTHLY. mS 
Steels Ltd., Sheffield, entitled And the use of Clarendon for a OFFICIAL JOURNAL OF THE B.T.M.A. ASS 
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colours to good effect. Issue No. thing look rather Victorian. Over 21,000 copies per issue. 
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modern design but it is based on 1s practically invisible. The only 
the oldest of Roman types and ¢ffect, and perhaps this was TUESDAYS & FRIDAYS 
does, in my opinion, seem @ Continued on page 110 
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ADVERTISER'S WEEKLY 


TECHNICAL PRINT 
REVIE W —continued 


illustrations are 
in “Enchiridion’ to good 


effect 


. ; 
Basic colours and 


used 


meant, is to throw the word 
“Locatorgraph,” printed in black. 
into terrific relief But the out 
moded trade mark at the foot 
also given, thereby, undue pro: 
nence 

Inside, the printing is charming 
and conservative but the clear 
Bodoni display face was nev 
meant to be printed in light blue 
The printers were A. Brown & 
Sons Ltd., London and Hull. It 
8 a good job, and it is not thei 
fault if the client insisted on that 
pale blue 


Representing the fibre 


I suppose the odd light brown 
cover of the Cape Asbestos Co.'s 
leaflet is meant to represent 
asbestos-fibre, but again I fee 
that a more full bodied color 
would have been more compel 
ling. Also the reverse sans lettering 
is NOt completely in register and 
so loses its crisp look. Inside. the 
leaflet improves, and the reverse 
type on small panels of the brown 
comes up quite well on a white 
background 

Good and bright, however, is 
the first of a new series of leaflets 
relating to Diophane cellulose 
film entitled Diophan Chie} 
Properties and Uses. Pleasantly 
laid out in French fold style, th 
leaflet is printed in bold red and 
blue and is produced by Trans 
parent Paper Ltd. Good use is 
made of Perpetua 

Roles and Parker Ltd. have 
produced a smart  landscape- 
shaped brochure entitled Aircraft 
Starting Systems, with all the 
trimmings—plastic binding, var 
nished cover, plenty of colour 
line drawings and half tones. The 
cut-away technical drawings in 
colour are particularly good. This 
is Such a nice job that it is a pity 
it does not carry the printer's 
name 

Now for two publications which 
are Qn a particularly high level 
The first is the Composing Stick 
from the printers, James Upton 
Ltud., of Birmingham. Naturally. 
coming from a printer, much 
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Reaches an in- 
fluential section 
of. professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
sohentors 


102.FETTER LANE EC4 CHA 6855 


SCHOOLMASTER 


AND WOMAN TEACHER'S CHRONICLE 


The Journal of The 
National Union of Teachers 
National Weekly Circulation. 
Reaches School Teachers 
throughout Great Britain 


All enquiries to: 


THE SCHOOLMASTER PUBLISHING CO., LTD. 
HAMILTON HOUSE, HASTINGS STREET, 
LONDON, W.C.! 


PAINT AND PRINTING 


INK TRADES 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 

ASSOCIATION 
Monthly publication § with 
world wide coverage, having 
t a leading position in technica 
literature 


Memorial Hall, Farringdon 
CA 
CENtral 2120 


HEAVY CLAY INDUSTRIES 


THE BRITISH CLAYWORKER 

Leading world technical journe! for 

Brick, Tie and Sanitary Ware 
Industries. 


Overseas Sales equal 33% of total 
circulation. 


CLAY & BRICK PUBLICATIONS,LTD. 
23 Tavistock Street, London, W.C.2 
TEMple Bar 76464 


The Monthly 
Register 


Journal! of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
*% Local Authorities 
% Nationalised Industries 
40 Sackville Street, London, W.) 


Telephone: Grosvenor 7281 


PAPER TRADE 
3 


The leading 
monthly technical 
journal for the 
Paper-Making 

industry. 


83 TUDOR ST, LONDON-EC4 


(See 


i The Scacmutoned pa 
Used by All Trades fer the 
Sale or Parchase of Sarplue 

Materials 


- CIVIL ENGINEERING 


CONTRACTING 


CONTRACTORS’ RECORD 


and 
Municipal Engineering 
(1908) 
Read by 
‘Se Contracting and 


Sub-Contracting industry 
and 


every Municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON. W.C.2 


PAINTING AND 


DECORATING TRADE 


JaNUARY 13, 1955 


MUNICIPAL WORKS AND 
LOCAL GOVERNMENT 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer tn the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn g502 


The 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 
journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. A. R. Caldwell 

8 Southampton Row, WC1 
Telephone : Holborn 0452 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art & British Decorator. Est. 168! 
The Leading journal for all associcted 
with the Pointing and Decoroting Trade 
CROMFORD HOUSE - MANCHESTER 4 


MUNICIPAL 
ENGINEERING 
founded 1874 


Reaches every engineer, 
surveyor and cleansing 
officer in local 
government. 


4 Clements Inn, W.C.2 
HOLborn 5502 
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Publications 


BOOT AND SHOE TRADE fm 8=85©6—Ss FOODt—Citi‘idS 


ome 


Britain's Leading 


Weekly Shoe a r 
Leather Trade Pape 


SPENCER HOUSE, SOUTH PLACE, E.C.2 
TEL. MONARCH 0666 GRAMS: ALSHUNUZE 


Rote cord and specimen copy on application 


1H SHO A PEVGTIEK 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


GAS JOURNAL 


Newspaper and expert technical 
weekly 


GAS SERVICE 
The specialist for Gas Sales 
and Service Staffs 
11 Bolt Court, Fleet Street, E.C.4 


WILK INDUSTRY 


DAIRYING 
PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 
The Milk Industry, 


37, Queen's Gate, London, S.W.7 
Western 9816 


The monthly magazine for and about 
GOOD FOOD 
Jan. issue now on Sale. 
1 6 per copy Rates from 


167 STRAND, W.C.2 
Covent Garden 2677 


MEAT TRADE 


Meat Trades’ Journal 
Weekly net sales exceed 


33,000 


For 66 years the official 
organ of the meat trade. 


© CHARTERHOUSE SQUARE, LONDEN, E.c.1 


Overseas Space Buying 

problems to 

PUBLISHING & DISTRIBUTING 

CO. LTD., International Press Rep- 

resentatives. 167 STRAND, W.C.2. 
7 TEM 7595/6534 


Pass your 


HEALTH, HYGIENE AND 
SANITATION 


FOOD MANUFACTURING 


" ee 
| 


THE SANITARIAN 


Official Journal of the 
Sanitary Inspectors’ Association 
THE SPECIALIST JOURNAL 
ON ALL ASPECTS 
OF HYGIENE AND SANITATION 
19, Grosvenor Place, London, S.W.1 
he SLOane 1770 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST.. LONDON, E.C4 
CENtral 5574/5 


OVER 10,000 
CIRCULATION IN MUNICIPAL 
AND ALLIED HEALTH FIELDS 


THE ROYAL SANITARY 
INSTITUTE JOURNAL 


90 Buckingham Palace Road, $.W.! 


23 YEARS 
OF PUBLICATION 


FOOD TRACE REVIEW. LTO.. 
7 CARRICR STREET. LORDOR. wc 2. 


PACKAGING 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, £.C.2 
Tel.: MONarch 1995 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH. 

Circulated to ofl Public Health 
Depertments, Hospitals, Clinics, etc. 

TAVISTOCK HOUSE, 
TAVISTOCK SQUARE, LOWDON, W.C.! 
EUSTON 3923 


THE MONTHLY JOURNAL 


SPORTS CLUB SECRETARIES 
655 GRAND BUILDINGS. 
TRAFALGAR SQUARE, LONDON, W C2 
WHITEHALL 4962 


PHOTOGRAPHY 
Good Photography 


Monthly—for all 


amateur photographers 
1M) Bett Court, Meet Street, 1.4 


ADVERTISER'S WEEKLY 


TECHNICAL PRINT 
REVIEW —consinwd 


cover of first issue of 


“Composing Stick 


Front 


attention has gone into the pro 
duction Second colour used 
throughout is a pleasant sort of 
plum red, and headings are in 
Perpetua The contents are 
amusing and instructive, and if 
the cover by the team of Lewitt 
Him is not immediately under 
standable, there is an explanation 
inside. It has the merit of making 
people look twice anyway 

Ihen there is the evergreen 
Linotype Matrix, produced by 
Linotype & Machinery Ltd 
While, naturally, attention is paid 
to Linotype’s own typographical 
products, it is a scholarly pro 
duction dealing with the graphic 
arts in general: number 20, for 
instance, deals with the new Lino 
type face Jubilee, which made its 
first appearance in the Glasgow 
Herald and companion papers 
and gives various expert opinions 
on the face There is also a 
review of Italian and Danish 
newspapers from the make-up 
point of view, a description of 
Hansard, a review of broadsides, 
and many tasteful typographical 
pieces as well as Linotype in 
formation, It is one of the most 
interesting of house journals 
being printed newspaper style 
and provides much information 


LUBRICATION 


Seventof, (7m 
Luprication 


THE ONLY Independent journai @ 
devoted to LUBRICATION 
_ : 
Read by Works Engineers, © 
Machine Designers, Oil 
Company Executives, etc., & 
ALL OVER THE WORLD & 


SCIENTIFIC PUBLICATIONS 
3 Clifford Street, London, W.! 
Telephone REGen« 7996 
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ADVERTISER'S WEEKLY 


For widespread coverage 
of the Dutch market and . 


predominating readership 
in the Amsterdam area 


HET PARGOL 


Holland’s leading independent national daily 


Subscribers: 
AMSTERDAM - - 
REST OF HOLLAND 


90,000 
50,000 
140,000 
oe 
London Office : 


FRANK L. CRANE, 69 Fleet Street, E.C.4 
CENtral 2811 


HAVE YOU OUR NEW RATE CARD ? 


** Creative HOMECRAFTS "' has taken over from ‘The 
Handweaver & Spinner.’ New enlarged Magazine will 
appeal to all handicraft workers and be the largest circulation 
Quarterly in its class. Readership is almost wholly in upper 
income groups, already proved loyal in support of adver- 
tisers. Spring !ssue, published Ist February, now at press. 
Space reservations in SUMMER issue now being booked, 
at £15 per page and p.r. 


i Send P.C. or write: JOAN B. HILL, 


Advertisement Manager 
Advertising and Editorial Offices 


omecrafts 


5 BEST LANE, CANTERBURY. 
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Annual review shows rise 


in trend of buying power 


An indication of consumer trends in Holland can be gained from 
an elaborately prepared Central Planning Bureau schedule 
for 1954. 


KAS year the Central 
Planning Bureau in 
Gravenhage work out a 
schedule showing economic 
trends in the Netherlands. The 
purpose in drawing up these 
schedules is to enable the 
government to take the neces- 
sary steps for a possible im- 
provement of the economic 
situation. This schedule was 
worked out by taking into 
consideration the developments 
of the past years and likely 
developments of the future. 

The table below is an extract 
from the 1954 schedule which 
shows that, compared with the 
past two years, unemployment 
quite considerably decreased in 
1954. The balance for 1954 is 
estimated lower than for the past 
two years. The higher balances 
of previous years were princi- 
pally due to price fluctuations. 
Had these fluctuations not been 
taken into account the balance 
for 1954 would be somewhat 
higher. 


Population spending power 


Also in respect of the purchas- 
ing power the outlook for the 
whole of 1954 seemed to be more 
favourable. The buying power 
per head of the entire population 
(not taking the fluctuation of 
prices into account) is expected 


to prove about eight per cent 
higher in 1954 than 1952. 
The total buying power per 


family for 1954 is estimated at 
15.3 milliard guilder as against 
14.1 millard in 1953 and 13.65 in 
1952. In this estimate the popu- 
lation increase and the expected 
increase in prices of two per cent 
since 1957 have been taken into 
account, und according to this 
estimate the purchasing power 
per family should be 12 per cent 
higher in 1954 than in 1952. 
To show the actual trends 
during the first five months of 
1954 the figures have been taken 
of the amount of money spent by 
the entire population as issued by 


the Central Bureau of Statistics 
(CBS) and carefully compared 
with the figures of 1952. 
According to the estimate, the 
expenditure in 1954 should be 


approximately 112 per cent of 


HOLLAND 


the expenditure in 1952. 
period January - May 
shows an actual 
109.1. 


The 
already 
percentage of 


Trend of prices 


It may, of course, be possible 
that since 1952 the increase of 
prices was not as high as the 
Central Planning Bureau has 
expected (two per cent). The 
prices of the first few months of 
1954 have been taken and com- 
pared to those of the first few 
months of 1952. This comparison 
clearly proved that their calcula- 
tions had been fairly accurate. It 
is not possible at present to say 
what had actually caused this 
change. It may be that the 
savings were higher than origin- 
ally expected. One reason for 
assuming this is that the total 
savings through 1954 increased by 
11 per cent compared with the 
total savings of 1953. The total 
net amount paid into the National 
Post Office Savings Bank and 
special saving banks during the 
first four months of 1954 was 50 
per cent higher than during the 
same period of 1953. 


Summary of employment 


A summary of the employment 
figures for Holland issued by the 
Central Office for Statistics in 
1950 (the latest) and compared 
with the figures for 1930 shows a 
steady increase in employment. 
The number of employees and, 
above all, their income, has con- 
siderably increased. The number 
of employees in industry shows a 
larger increase than in trade 
and transport. In the two 
latter groups there has been a 
moderate increase in the number 
of employees while the total 
number of concerns has de- 


@ Continued on page 113 


Employment and Spending in Holland 


1952 1953 


Total number of unemployed (annual average 


x 1,000) 
Employed under reconstruct: 
average x 1,000) 
Balance of expenditure (mill. Guilder) 
Expenditure per head (1952 = 100) 


m scheme (annual 


105 8s 82 
32 17 = 
1,840 1,320 1,010 
100 102.5 107.6 
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Basic statistics about 
the French market 


A comprehensive guide for manufacturers and advertisers has 
recently been published concerning France, North Africa, and 
the Saar. 


NCE again this useful market 

study of France* has been 
published as a special number of 
Vendre to serve as a guide for 
advertisers, manufacturers and 
exporters interested in France, 
Algeria, Morocco, Tunisia and 
the Saar. It is probably the only 
work of its kind covering these 
markets and is full of facts and 
figures. 

There are some 900 pages of 
information on population 
(broken down into urban, rural, 
active, etc.), circulating wealth, 
number of cars, radio and tele- 
vision sets, telephone, and many 
other particulars. The presenta- 
tion is attractive with numerous 
maps. 


Wealth and population 


A feature of special interest is 
the “relative wealth” of each 
department as a ratio between 
wealth and population of the 
towns. Thus, we learn that the 
Eure department has a relative 
wealth ratio of 1.01 while Paris 
and its suburbs shows a 23.21 
ratio (a decrease of two per cent, 
incidentally, over the previous 
This should prove very 
useful for manufacturers wishing 
to concentrate their selling efforts 
on one town or district. 

* Le Marche Francas, 1955, published 

Vendre, copies may be obtained at 


2 from the — Advertising Agency, 
ndon, W 


year) 


Advertising media are also 
shown for each department and 
there are particulars about maga- 
zines, radio, cinema, posters, and 
direct mail, with their respective 
approximate costs. 

Directions for the use of the 
survey are given in English. 

Subscribers to Vendre receive 
Le Marche Francais 1955 as part 
of the £3-a-year service. 


UK journals for | 


Pakistan tour 


An exhibition of about 900 
books and 300 periodicals on 
science, technology and medicine 
arranged by the British Council 
will tour Pakistan early this year 
Subjects include pure science, 
agriculture, building, chemical 
technology and manufactures, 
engineering, metallurgy, shipping 
and navigation. 

The exhibition will first tour 
West Pakistan, where it is hoped 
to show it in Hyderabad, 
Karachi, Lahore, Multan, Pesha- 
war and Rawalpindi, and after- 
wards East Pakistan, where it 
will probably be shown in Chitta- 
gong, Dacca, Mymensingh, 
Rangpur and Sylhet 

At the close of the tour most 
of the books will go to the 
Council library in Karachi 


FOCUS ON HOLLA ND —continued 


The trend since 1930 
shows that the larger 
have generally expanded, 
whilst smaller concerns, particu- 
arly industrial firms employing 
less than 25, have shrunk. Rela- 
tively the largest number of 
smaller firms are in trade and 
commerce. A further summary 
of these figures shows a particu- 
arly striking increase in the 
administrative personnel of indus- 
trial concerns. Their number has 
increased by 138.1 per cent since 
1930. Next to this group, there 
has been a considerable increase 
in general staff. These increases 
are mainly due to improved 
methods of organisation. 

Studying the development of 
various consumer articles based 
on the figures for 1937-38 and the 
post-war years, it is found that 
margarine has become more 
popular than butter as a result of 
the cheaper price. The greater 
consumption of margarine can be 
explained by the fact that mar- 
garine is now not only used 
instead of butter but also for 
cooking, replacing oils and various 
fats 

Eggs and cheese show no in- 
crease over the pre-war period, 
although in recent years the 


creased. 
clearly 


firms 


figures are going up again. The 
consumption of milk has _ in- 
creased considerably. During the 
first years after the war the con- 
sumption of meat was rather low, 
but since then has risen enor- 
mously. The figures for fish, 
however, show just the opposite, 
and compared with pre-war years 
the figure for 1948 was higher 
than the following years. The 
consumption of jam, sugar and 
cocoa has increased considerably 
since 1937-38, but coffee, tea and 
particularly rice and rice products 
have decreased Home-grown 
fruits have increased, and while 
vegetables remain the same, 
potatoes have decreased. The 
consumption of tropical fruits 
was rather small during the first 
years after the war compared 
with pre-war years, but since 1948 
has steadily increased so that the 
figure in general was higher than 
before the war. For instance, the 
consumption of bananas was re- 
duced while the figure for oranges 
was much larger than before the 
war 

From this schedule it is possible 
to note a drop in alcoholic liquor 
during the last few years. The 
figure for cigarettes has risen 
enormously. 


ADVERTISER'S WEEKLY 


Het Vrije\ olk 


Top National/ 
local coverage 
of the 
Netherlands 


Holland’ s 2 ey st daily new spape r offers 


10 per cent coverage ~~ the Dutch consumer 


market 


Over 28 


~ 


on food, 


7,000 daily net circulation 


Over 272,000 regular subscribing fi : 
10% of the Netherlands 2,552,000 hor 
~ 10% of the national newspaper-accounts 


ARS Readership principally middle class 
haa S~. officials, farmers, office and manual workers 


neither nch nor poor 


miles or 
mes 


public 


the mass consu- 


me = pale market who spend £1,400,000 week! 
- cy pe y 


aaa 


clothing, household equipment, 
education and entertainment 


i Holland’ s greatest national with effective 


regional rates and discounts 


: ia 


Represented in Great Britain 
A. PRESS LIMITED 
14 Dover Street, London, W.1. 
Marfair 8615 


TURKEY 


New Rates effective 
Ist January, 1955, have 
been issued by many of 
the leading daily news- 
papers in Istanbul and 
Ankara. 


Details on request from 
Overseas Publicity & 
Service Agency Ltd., 
29, Oxford Street, W.1. 
GERrard 0737 


~ i 


SUPERSCOPE 
REDUCER 


Copies of objects, posters, art-work, etc., 
can be made to any reduced scale Trouble 
free and economical. Portable and com- 
pact. weighs only 12 th., size 12° « 1° 
The SUPERSCOPE can be operated in 
conjunction with or independent of the 
SUPERSCOPE ENLARGER. The com- 
bined model illustrated forms « complete 
unit and allows every angle of a job to be 
undertaken 


Details from : 

SUPERTOOLS(1951) Ltd. 

Delta House, 0 0 Pyscuters Rdé., Chiswick , 
London, WA. Chiswick 0384, 
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ADVERTISER'S WEEKLY 


HIS PICTURES ILLUSTRATE STAMPS 


WHEN Pau 
bury ’s advertising 
his Christmas mail 
Coast he was surprised to find 
familiar pictures on two of the 

amps. Both of them were minia 
ur of his own photographs. A 


Redmayne, ad 
manager, ope — 
from the Gold 


stamp which Mr 


mayne s picture Uiustrated 


Stamp shows a 
Solan farmer slashing the pods 
from the trees, and a 5s. stamp 
depicts a couple of surf boats fight 
ing their way through mountainous 
seas 

“I remember taking this pictur: 
he tells me, “just before a mos 
exciting experience in a surf boat 
when we were completely swamped 
by a big wave and both I and my 
camera were drenched It took a 
whole day in the hot, steamy 
atmosphere to dry out! 

Mr. Redmayne’s latest colour pic 
tures give a wonderful impression 
of life in this ancient colony 


Double repeat 


on colour TV 

o NUSUAL achievement ot i 
double-repeat performance of a TV 
film, by public request, happened in 
America when “Silent Night,” 
Douglas Fairbanks’ first Eastman 
color TV film for Liebmann 
Breweries went out net 
work on December 22, 24 and 25 
in the Rheingold Theatre series. As 
reported recently this film used 
the commercials produced by 
Licbmann’s agents, Foote, Cone & 
Belding, under the supervision of 
Godfrey Howard, of FCB Lid 
London 

The film 


West African 


tells of how the 


carol 


a gtoup of nine 
influential newspapers 
AB.C. Weekly Net Sales 


118. 


989 


Associated Kent Newspapers Ltd. 
LONDON: E.W.PLAYER LTD., 30, FLEET ST.EC4 


At the annual party of Glovers 
presents James Frost, a director, 
to mark the 


prize winners were 


Advertising, 
with a piece of Royal 
21st anniversary of his service with the 


Mrs. Furber (Miss Press Cuttings), 


1985 


JANUARY 13, 


in Bristol, Mrs. Fay Glover 
Danish porcelain 
agency. Fancy- -dress 


Mrs. K. 


(Edwardian lady), D. Fuller (Philip Harben), and V. Wiltshire (St. Trinian's 
pupil) 


Silent Night" came to be written 
Based on a story by Alan Jenkins, 
published in John Bull five years 
1go, the script is by him and Paul 
Tabori, who have worked together 
on several sponsored TV films. For 
Tabori, this is virtually a Christmas 
hat-trick—his film Lucky Man was 
shown on ABC network on Christ 
mas Eve, and his thriller The Vice 
has had its preview in London 
before going to the States 

Mr. Jenkins. 40, novelist, jour- 
nalist and BBC playwright, has 
worked on the staffs of John Bull 
Lilliput, the Leader and other maga- 
zines. He is at present doing public 
relations for Mather & Crowther. 
Hungarian-born Paul Tabori, 42 
has published over 40 books, in 
luding Epitaph for Europe, a tri 
logy Spider in Moonlight, and 
Lighter Than Vanity, a satirical 
romance set in Hollywood. He is 
ilso a director of Telescripts Ltd 
an association of scriptwriters, musi- 
cians and technicians for supplying 
IV features 


‘First ad film’ 
claim 
"THE ‘Dublin firm of 


Hartley, Litd.. which handles film 
exhibition, window display, poster 
and direct mail publicity, has ap- 
pointed William Terence Balfe as 
general mana- 
ger Capt 
Balfe spent a 
number of 
years in the 
Army before 
becoming sec- 
retary of the 
Dublin Tostal 
Council on its 

inception 
Founded in 
1921 by C. E. 
McConnell 
and Barronr 
Hartley, the 
Ww. T. Balfe. firm to which 
he has now 
moved claims to be the first in Ire- 
land to have produced advertising 
films. One of its successes was a 
tourist promotion feature screened 
at the opening of the Savoy Cinema, 
Dublin, a quarter-of-a-century ago. 


Well-earned 
honour 


He initiative deserves recognition 

as. of course, it does—Robert 
Wilson eminently deserves the OBE 
he has received in the New Year's 


McConnell 


Honours list. Fishmonger’s messen 
ger boy at the age of 12, he is now 
chairman of Braemar Knitwear 
Ltd. It was he who in 1936 toured 
Australia and persuaded the wool 
growers there to agree to a levy of 
3d. on each bale to finance wool 
promotion in face of competition 
from the new artificial fibres. With 
the same flair he helped to build 
up great international markets for 
knitted outerwear and was pri 
marily responsible for making th 
United States “sweater-conscious 


A book to cherish 


A FINE example of book produc 
tion has been issued to their clients 
and friends as a souvenir by Tullis 
Russell & Co., Lid., the Scottish 
papermakers, and passed on to me 
by Willing’s Press Service, thei 
advertising and public relations 
agents. It is Simple Custom, by 
lain Moncreiffe of Easter Mon 
creiffe. and Don Pottinger. It con 
tains a great deal of straightforward 
and very interesting information on 
conventions, rites, pastimes, clothes 
manners, and the “brave new 
" gaily and wittingly illus- 
of littl coloured 
Printed in a_ limited 
edition by Thomas Nelson & Sons 
Ltd.. on Tullis Russell's fine Mello 
tex Matt Pure White paper, it 
book which those who are 
enough to acquire will cherish 
the time of the Coronation, 
Russell issued a book in 
style, Simple Heraldry, on which a 
series of inset advertisements in 
Paper Market were subsequently 
based. I hope that the same pro 
cedure will be adopted with Simpl« 
Custom, which also deserves a wider 


yublic. 
, CONTACT 


WEEK'S WISECRACK 


“~ 


“At the Packaging Exhibi- 
tion they're showing a new 
expanding envelope for con- 
tact men's expenses.” 
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S. C. PEACOCK LIMITED 


MADDOX HOUSE, 2115 
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PAVMO Lue 


Putting our heads together... 


A. S. C. PEACOCK an advertisement is not the sole 
the vi In 


prerogative of the copywriter or sualize! 


fact the creative ork comes last 


rst ollect Researc! 
the 
rtaining to the product 


and 


step information 


investigate listribution and buying 


Facts are uncovered 


about packaging designs sizes Competitive 


products are compared tetailers and public are 


attitude towards the pro- 
the 


stage 


both questioned on their 
Likes and dislikes 
formula And 


traced back into 


yughout this 


are 
thre 


the ke 


inal 


ighness is very much ynots 


other into 
Their 
the 


and many factors are taken 


leration by our marketing experts 


alized knowledge enables them to analyse 


f information so that they can present a 


He in 


campai 


tain 


junt executive irn 


8 the 


At this 


necessity fora test 


age particularly ck 


221 REGENT STREET. LONDON, W.1. REGent 


STREET. LIVERPOOL ROYal 886! Rt 


1081 


KIN CHAMBERS 


Incorporated Practitioners in 


191 


of 


attention is paid to getting the maximum value out 
told more than 
The 
media men to select 
to be 


the client's appropriation (we've 


ling too much!) market 
the 


rough which the product | 


yne client he wa per 


ng inforn Ipe 


ple, with the facts in front 
of them, get d reparing the a 
Here the accen el Hard 
Opy point C% 
ye-catk display these 
ad keyed 


measured 


Finally 


tual campaign. 


ing hitting, factual! 


hammer me 1 sale mpelling, 


hing - points to the 


vest advantage, and ¢ h in some way 


so that an be 


its su 


That is why we at advertising at 5. C. Peacock 


ry much of putting heads together 


our 


1¢ results shor onsistently successful we are, 


ran agency which combine 


ee teamw lear ound thinkir an 


hard selling well re it 


Advertising 


18 LLOYD ST... MANCHESTER 2. DEAnsgate 5691 


CORPORATION ST. BIRMINGHAM. CENira 
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Publications News and Notes 


Supplement becomes new w quarterly 


Originally planned as a quarterly | 
supplement to Style for Men, Boys’ A 24-page 
Wear is now io be published as a | the Packaging 
separate quarterly publication by the | the 


illustrated Survey of 
Industry, keyed to 
Packaging Exhibition which 


National Trade Press. The supple- opens at Olympia next Tuesday. is 
ment was first published last published as part of The Times 
November and copies were bound Weekly Review to-day (Thursday). 
separately for the School Age Cloth Because of increased advertising 
ing Exhibition, sponsored by Sryle support the Survey is four pages 


for Men and Children’s Wear. So larger than the 


previous one, two 
great was the demand that the deci- years ago. 
on was taken for separate publica- * * * 
tion First issue will be in April. A 16-page Survey of the Pack 
Subscribers to Style for Men will aging Industry will be published 
recelyv t automatically Type area with The Financial Times on Mon- 
will be 84 in. by 64 in. Full page = quay A 44page Survey of the 
rate will be £47 10s.. and £55 for Building Industry will be included 
two a s and £70 for four with the January 24 issue 
COOL > 
* * x a” ~ 
January issue of the Paper Box 
Advertisement black and on and Bag Maker with 104 pages is 
extra coK be accepted by the largest ever published. It will 
Newsweek fatemationsl editions in be featured on the stand of S. ( 
the body « Fon igazine. For the Phillips & Co., Ltd., the publishers 
Eur ypean edition the full page rate at the Packaging Exhibition 
for black with or c our will t * x * 
$375 Fro July this will be 9 
os 1 to $440. Black and wh The Investors’ Guardian has 
full page rate from that date will acquired the Joint Stock Com- 
ne £466 panies’ Journal, and the two papers 
' * * * will be combined as from March |! 
: The new Investors’ Guardian will 
Net sale of the Daily Telegraph be enlarged and incorporate the 
during December was 1,048,322 — existing features of both on. 
copies daily * * 
* * * Three issues of The seter will 
January number of Packaging, be published to cover the Monte 
covering the Packaging Exhit , Carlo Rally They will be the 
it Olymy h 220 pages, 3 issucs Of January 19, January 26, 
time 1 d. 1 irnal is now with a_ detailed and illustrated 
1S Sty ubil y if 


report of the event, and February 2. 


ASSIST 


WITH ALES 


QUALITY COLOUR PRINT 


LABELS 
BROCHURES 
SHOWCARDS 


WASS, PRITCHARD 


& CO. LTD. 


COLOUR PRINTERS 


85, FENCHURCH STREET, LONDON. E.C.3. 
ROYAL 714! 
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The Glasgow Herald Trade Review, 
to be published next will have 
164 pages. Eighteen of the adver- 


week, 


tisement pages will be in colour. 
Selling price is \s. The front cover 
is reproduced above. 
x » * 


Leaders of all branches of the 
industry have written congratulating 
Furnishing World on its enlarged 
format, introduced last weck, and 
paying tribute to the improved ser- 
vices which it ts offering to retailers 
and manufacturers. A selection of 
these congratulations fill a page in 
this week's issue 

* ” 7 

Furniture Record is using a new 
format with a standard page size of 
10 in. by 7 in. A full-page adver- 
tisement has been introducd on the 
front cover for the first time. 


‘She’ publicity 


The National Magazine Co., Ltd. 
are to use their biggest-ever pub- 
licity campaign to launch their new 
women’s magazine She. Publica- 
tion date is February 17. The pro- 
motion scheme will consist of heavy 
press advertising. 16 sheet and 


double crown posters, and banners 
. ad * 


Last year The Engineers’ Digest 
established a 


new iveruisement 

record, carrying 1.332 pages of 

advertisements as against 1.020 in 

1953 Rates are being increased 

from April New page rate 
will be £35, as against £29 10s, 

- * * 
A new monthly journal, 


Hydraulic Power Transmission, has 


been launched by Trade & Tech- 
nical Press Ltd. Type area is 84 in. 
by 6 in. and the full-page rate is 
£24 10s., with colour £6 extra. The 
first issue has 64 pages plus cover, 
of which 18 pages are devoted to 
advertisements There is also an 
84-page buyers’ guide. Sellin rice 
is =. 6d. : sind 
* * . 

The Master Builder, monthly 
journal of the building industry, 
has been acquired by the publishers 
of The British Steelmaker, and wil! 


be produced under the direction of 


G. R. Lewington, and edited by 
David |. King. Considerable edi- 
torial changes are planned and 


circulation will be stepped up to a 
minimum of 5.000 copies, distri- 
buted on a controlled circulation 
basis. New advertisement rates will 
be £27 per page, with reductions 
for series down to £18 “ page 

* * 

Provincial Newspa Ltd.'s 
weekly, Doncaster a last 
week published an issue of 24 pages, 
their largest since March 23. 1939 
The paper is now carrying cight 


columns against the seven in 1939. 
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We Hear 


The annual convention of the 
British Association of Industrial 
Editors will be held at the Red 
Horse Hotel, Stratford-on-Avon 
from May 19 to 21. 

* * * 


The overseas department of S. H. 
Benson Ltd., is leaving its tempor- 
ary accommodation at 52 Bedford 
Row and will return on Monday to 
the main Benson offices at Kings 
way Hall. 

* * * 


Pemberton, Freeman, Bennett & 
Milne in Toronto wil] launch the 
1955 British Woollens Canadian 
campaign with full-page advertise- 
ments in February magazines, fol- 
lowed by a campaign in 26 news- 
papers in 15 major Canadian cities 

* * * 


Directors of Benn Brothers Ltd. 
have declared a dividend of 3 per 
cent on the preference shares for 
the half-year ending December 31, 
1954 (same). and 5 per cent interim 
on the ordinary shares (same). 


Nine stills 


Nine miniature stlls trom the film 
“To Paris with Love” are being sent 
out in booklet form with spiral back 
binding by General Film Distribu- 


tors Lid. to publicise the new 
picture 

* * 
James Davison has been 
appointed London _ representative 


for Radio Tangier International. 
* * * 


Attendance at the National Boat 
Show, which closed at Olympia on 
Saturday, was 120,851. 

ik * * 

The Church of Scotland's exten- 
sion committee is making a 40- 
minute film called “Little Singer.” 
It outlines the problem of new com- 
munities and new churches It is 
being produced by Elder Film Pro- 


ductions Ltd. for general showing 
in Scotland. 
* * * 
The importance of glass in 


packaging will be featured in an 
exhibition at the headquarters of 


the British Glassware Industry, 
19 Portland Place, London, W.1, 
from next Tuesday until Friday, 


January 28. 


Twenty Questions 


Twenty Questions, the radio panel 
game, will appear on the commercial 
television programmes of _ the 
Kemsley-Winnick organisation. 

* * * 


MacLaren Advertising Ltd., 166 
Buchanan Street, Glasgow, has been 
registered as a private company with 
capital of £5,000 as advertising and 
publici ty agents. Subscribers named 
are Angus and“ Margaret B. 
MacLaren. 

7 * * 


Plans are being made to form a 
olfing section of the Society of 
Bipioms Members of the Adver- 
tising Association. 
* * . 


Rylee (Advertising) Ltd. have 
their head office in Birmingham, 
not Leeds, as reported last week. 


* * . 


Distribution of 5.000 copies of 
Liandudno’s 1955 holiday magazine 
has started—the carliest time on 
record. 
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STRATEGIC 
POSITION 


When planning your campaign, keep National Solus Sites in mind. Every 


town of importance in England and Wales has National Solus Sites, standing 
alone in commanding positions on busy streets. A poster on a National Solus 


Site is permanently in the public eye, doing a better selling job at e lower cost. 


NATIONAL SOLUS SITES LIMITED. 


56/60 STRAND LONDON W.C.2 TELEPHONE TRAFALGAR 4922-3-4 


DIRECTORS. 1. A. ALLAM | Managing Director) S. & CARTER P WwW. PELTON R.A. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION To. 
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Largest spaces yet 


‘ for Brillo 


Full pages in the Daily Mirror 
half-pages in two colours in the 
Daily Express and other large 
spaces in the national daily and 
Sunday press are combining to 
make the largest yet boost for 
Brillo soap pads 


Advertisements that are appear 
ng currently are believed to bh , 
he lare ever used for Brillo The campaign for Flit insecticide 
. ~ . ~ oo =o 
Supporting the main campaign which is due to break in the carly 
spaces have been booked in pro part of April is claimed to be the 
ncial newspapers, and advertise largest ever for an insecticide in 
mer ure appearing in women’s this country. It will use spaces in 


an extensive list of national daily 


Magazine . ; hs . 
Theme of the drive is the “three and Sunday newspapers, trade 
» os ses of Brillo. Adverti journals, magazines and specialised 
ments state that the soap pads Ss < 
scour, clean, shine in one quick heme of the ads will be Filit 
x Agents are Saward, Baker & is the proper thing for the job, and 
Co. Ltd : there’s nothing to beat it.” The 


— campaign will be 


‘Shake the dust off 
the Bible’ drive 


backed by an 
especially heavy direct mail schem 
to the trade, and full colour display 
material will be available for re 


tailers. Current trade press adver 

The Scripture Union is to use the using for Flit Aerosol is featuring 
Radio Times in a press campaign price reductions Agents are 
designed to persuade non-church MecCann-Erickson Advertising Ltd. 
goers to “shake the dust off the A similar campaign is to b 
amily Bible The ads which launched for the Coopers’ range o! 
ll he the first of their kind. will products. Half-pages in the Radi: 
describe the Bible as “a source of Times, Picture Post and other larg: 
piritual strength in difficult times circulation publications will featur: 
ind will offer a free set of the Cooper's Moth-aire, Fresh-aire and 


Scripture Union's explanatory note Household Aerosol. The campaign 
Agents are Frederick Aldridge Ltd. is being handled by Charles F. 
The same agency will again Higham Ltd. 

handle the publicity for Billy 
Graham when he returns to Lor 
don in May There will be night!s 
meetings at Wembley Stadium from “365° handkerchiefs are 
May 921 (except Sundays) and retailers free 
press, posters and transport adver Day” “365 

using will be used to 
1udhences 


Hankies for mother 


offering 
supplies of ““Mother 
ue-on labels which can 
be inserted in the ‘365° range of gift 
boxes. Agents: F. John Roe Ltd. 


draw 


We work in the closest contact with the 
media we represent. For some we handle 
their entire advertisement department. 
It isn’t surprising therefore that we 
can give you full, accurate and up-to- 
date information on any and every 
point. 


in a 


You can check your facts 


minute by ringing us up. 


Ask PLAYERS 


W. PLAYER LTD 
yo FLEET STREET, LONDON, F.C.4 
The London Office 

the best 

media in the 


for some of 


country 


CENtral 2786 


Big spring selling drives for 


insecticides are planned 


Latest addition to 
Goya range 


Goya are launching a new shade 
of lipstick early next month. The 
lipstick will be called Flamingo and 
will be publicised in 20 women’s 
magazines, including the back 
covers of Every» Good Taste 
Vanity Fair and Housewife 

The provincial and trade press 


oman 


will also be used, but the national 
press advertising will be confined to 
the Daily Mirror Agents 


Colman, Prentis & Varley Ltd. 


Ads back new 
air ferries 


Selected national magazines and 
motoring journals are among the 
media chosen to publicise two new 
Silver City Airways ferries during 
the spring and carly summer. The 
campaign is being handled by 
Modern Advertising Service Ltd., 
who have also produced a 20-page 
brochure. 
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Heavy campaign for 
orange drink 


In just over a week's time a half 
page in two colours in the Dail) 
Express will launch one of | 


biggest advertising campaigns fo 
Jafla juce orange drink 

Spaces have been booked 
national daily and Sunday news 
papers, London evening papers 


national and women’s 
and an extensive list of provincia 
newspapers. Advertisements  w 
stress that Jaffajuce is the ideal drink 
for winter as well as summe 
material is ava 
able for retailers Agents 
Napper, Stinton, Woolley Ltd. 


magazines 


Two ‘biggest ever” 
campaigns 


his year’s advertising for Rot 
scythe Poweqy mowers is to be 
bigger than ever before, the maker 
claim. The national daily and Sun 
day press, Radio Times, gardening 
journals and the trade press will 
be used. The advertising 1s handled 
by Erwin Wasey & Co., Ltd. 

Another record promouon for 
lawn mowers will be launched by 
Thomas Green & Sons Ltd.. wh 
are commencing their campaign 
April with a half-page in the Da 
Express This will be backed by 
other spaces in tne national daily 
press, Radio Times provincia 
papers and the trade press. Ager 
ire Samson Clark & Co., Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


CYCLAX of London, for Mather 
& Crowther Ltd 
EFRINMORE TOBACCOS (MIX- 


TURE & FLAKE) accounts for 
Holman Advertising Ltd 

AC’CENT, a monosodium gluta- 
mate, international account for 
Grant Advertising Inc., who will 
handie all advertising and pub 
licity outside North America 

CHARLES WICKSTEED & CO. 
(1920), LTD., of Keticring, engi- 
neers, for Nicholls Dorrity Advert 
tising Ltd 

SOLEX LTD. carburettor manu 
facturers. SOLEX (Gauges) Ltd 
SOLEX (Cycles) Ltd. for David 
Macaulay Advertising Lid 


Campaigns 


DRIWAY 799 sports trousers using 
national and 


provincial press 

magazines and =e trade press 
(Tattersall Advertising Ltd.) 

CRAYSON FASHIONS using 

national daily and Sunday press 

women’s magazines and trade 


press. (S.H 
ALPRETA 


Benson Ltd.) 
using womens maga 


_ 


zines, provincial and trade press 
(Dudley Turner & Vincent Ltd.) 
365 HANDKERCHIEFS — using 


national and trade press for 
Mother's Davy gift campaign 
(F. John Roe Ltd.) 
DOULTONIAN tablecloths 
womens magazines and 
press. (Ashburners Ltd.) 
FLAMINGO lipstick by Gova using 


womens magazines provincial 


using 


trade 


and trade press. (( olman, Prentis 
& Varley, Lid.) 
FLIT insecticide using national 


dailies and Sundays, magazines, 
trade and specialised journals for 
spring campaign (McCann 
Erickson Advertising Ltd.) 
ROTOSCYTHE power mowers 
using national daily and Sunday 
press, gardening journals and 


trade press. (Erwin Wasey & Co 
Ltd.) 

JAFF AJUCE orang drink using 
half-pages in Daily Expre 
national daily and Sunday paper 
London evenings, provincial press 


magazines and trade press 
(Napper, Stinton, Woolley Ltd.) 
BRILLO soap pads using larg 
spaces in national daily and Sun 
day press provincial papers 
magazines ind trade press 
(Saward. Baker & Co., Ltd.) 
COOPER'S Moth-air¢ Fresh-air 
and Household Aerosol using 


half-pages in Radio Times, Picture 
Post and other magazin 
(Charles F. Higham Ltd.) 

THOMAS GREEN & SONS, LTD. 
mowers, using half-page in Da 
Express, national press, provincia 
papers and trade press. Samson 
Clark & Co., Ltd.) 

SILVER CITY AIRWAYS using 
magazines and motoring press 
publicise new air ferries. (Modern 
Advertising Service Ltd.) 

THE SCRIPTURE UNION 
Radio Times for Bible campaign 
New BILLY GRAHAM cam 
paign in May using press, poster 
and transport advertising 
(Frederick Aldridge Ltd.) 


using 


JAFFA oranges using children's 
publications, filmlets and trade 
press. (Mather & Crowther Ltd.) 

JAFFA grapefruit using women's 
magazines. filmicts, and trade 
press. (C. J. Lytle (Advertising) 


Ltd.) 

ROBERTS WINDSOR soap using 
women's magazines and 
press for new soap. (Gee Adver 
using Ltd.) 


RIBENA using national dailies 
weeklies and monthlies for new 
type advertising campaign. (Dor- 
land Advert 

ROYAL lemon ; ling using 
national dailies, womens maga 
zines and trade press for larg 


February campaign. (S. C. Pea 
cock Lid.) 


a ——e Current Advertising 
mm —— nn 
a — 
Dl 
: — 
* To check your facts... — a 
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Fighteen-years-old Margaret Flack was chosen’ from 
thousands of entries as HEIRESS ‘‘ Girl of the Year” 
in a nation-wide contest judged by Anna Neagle. Margaret 


1s typical of the readers of this lively magazine which 


appeals exclusively to the more discriminating teen-age 
girl, the type of girl of whom a leading multiple store 
executive recently said, ‘* Girls under 21 are better 
dressed and spend more money on clothes than ever 


before.”" Earl; space reservations jor 19¢¢ are advise 


_ P A M 
Advertisement Manager George H. Phipp 


LUTTERWORTH PERIODICALS LIMITED 


4 Bouveric Street, London, E.C.4 Phon Central 1732 
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THE 
SCOTSMAN 


The Scotsman is read daily by the most 
influential people in Scottish business 
and social circles. These readers have 


the means to purchase the quality goods 


and services advertised in its pages. 


SCOTLAND’S NATIONAL 
Member A.B.C. 


NEWSPAPER 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


GUUEDIETUAANATUAATU RENEE STUD LEAALEEETEEETE 


T.V. Film Production 


THE 
ASSOCIATION OF 
SPECIALISED FILM PRODUCERS 


is Organising a series of 


MEETINGS 


for members of A.S.F.P. and others handling 


The Professional Aspects of the 
Production of T.V. Films 


(PROGRAMME PICTURES AND COMMERCIALS) 


The first of these meetings pot be held on 
MONDAY, JAN. 24, at 3 p.m. 


When the President, (Mr. F. A. Hoare) will report on 
the activities of A.S.F.P. in the T.V. Film field. 


All those interested should apply for Tickets to:— 


L. G. PARKER, Secretary, 

Association of Specialised Film Producers, 
3, Portman Chambers, 

74, Baker Street, London, W.1. 


@ Continued from page 72. 
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J. Arthur Rank sets up 
regional office chain 


man, K. Winckles and R. W. M. 
Wright. 

S. Shurman, previously director 
and general manager of Langford 
and Co., Ltd., will handle local 
film advertising and space buying. 
B. H. Annett joins the board with 
responsibility for national dis- 
tribution schemes and for the co- 
ordination of the purchase of all 
screen space. 

Screen Audiences Ltd. will be 
responsible for the production of 
all advertising films previously 
made by Theatre Publicity Ltd. 
and Langford & Co., Ltd., to- 
gether with Tips, the magazine 
series. The company will also 
produce documentary films for 
industry and television material, 
both “live” and on film. In addi- 
tion, it will provide television 
facilities for industry such as 
large-screen and _ closed-circuit 
transmissions. 

The board of the company will 


be: J. Arthur Rank (chairman), 
G. A. Holdsworth (managing 
director) and John Davis 
P. Filmer-Sankey, K. N. Har- 


greaves, Mark Ostrer and K 
Winckles. 
J. M. Archibald and R. W. M. 


Wright will join the board as soon 
as the necessary alterations to the 
articles of association have been 
made. Mr. Archibald joined the 
J. Arthur Rank Organisation in 
1951 and has been working under 
the direction of K. Winckles, the 
joint assistant managing director. 

P. Filmer-Sankey, previously 
responsible for the production of 
Tips, now assumes overall respon- 


sibility under the managing 
director for the activities of the 
company. 


J. Arthur Rank Screen Services 
Ltd. has recently acquired a build- 
ing in Mayfair, which is being 
altered to accommodate the head 
office. 


LEGAL AND GAZETTE 


Wills 


Fraepexnick Wippowson 
suranga ew Zealand, 


Sis Dorper 
i and of 
Zeal and 
formeriy circu 
Daily Express 
e Sunday Expres 

estate in England valued at 
£5 56,408 4s 


of Mosco a 
director « 
former 


Srantey INGRAM GALPIN 
Road, Bayswater , a life 
John Galpin Ltd and 


18s. gross, 
(Duty paid £1,174 

Harotp Writiam Boney 
Brist director of E. S. and A 


son Lid printers 


value 


£ £i10.876 19s 2d 
(Duty paid £55,153.) 
RaYMOND HARGREAVES of 13 
Cemetery Road. Pudsey. 
munager of the Bradford and 
Newspaper Co. Ltd.. left ) 
£1,127 13s. Id. net 
Heten Kate CHRistian 


gross, 
of la Susans 


Road Eastbourne, proprie of 
Christian the Printer, left £10,358 8s. 4d 
gross, £9,901 4s. 9d. net (Duty paid 
£623.) 

Viviaw Ewart Brrary. of 30 Berkeley 
Court. London, N.W.1. a director of 
Kemsicy Newspapers Lid., and many 
yeors managing dire r of the New- 
castie ¢( nromecic and J irna Lid 
nephew of the late V m Camroxe 
and of Viscount Kemsley left 
£34,216 17s r £32.99) 19s. Jid 
net (Duty pan d “£6 sayy.) 

Georace Hower. of Sparkhill, Birm- 
ingham. managing director of George 
Howe and Co.. paper merc hant s n 


the Kudos 
is. 6d. gross, £1 
(Duty paid £1 156. ) 
Crartes Victor Jex (or CHARLES) 
Burreit, of Chertsey. Surrey. master 
rinter senor portner of Charles 
Burrell and Son. Chertsey, a membcr 
of the British Federation of Master 
Printers left £6,993 3s 10d gross 
£6.766 13s. 4d. net value. (Duty paid 
£179.) 


Mes. Beertsa Morarett, of Burton 
Stone Lane. York, wife of John Bowes 
Morrell, chairman of the Yorkshire 
Herald Newspapers Co., Lid and a 
director of the Northern Press, 
and of the Westminster Press Provincial 
Newspapers, Ltd.. left £18,906 7s. 6d 

oss, £16,221, i6s. 7d. 

uty paid £5,708.) 


a director of 
left £21669 
met vaiuc 


net value 


Change of address 


Rosetta Desbrow (Public Relations) to 


Effingham House, Arundel Street, 
London, W.C.2 

Gee Advertising Ltd. to 109 New 
Bond St. (London office), and 7 Bond 
Street, Leeds 1 (Leeds office) 

Rylee (Advertising) -, (London 
iffice) to 35 Dover Street, W 


“*Nyasaland Times" to PO. Box 458, 
Blantyre 


S. H. Benson Ltd. (Overseas Depart 


ment) to Kingsway Hall, Kingsway, 
W.C.2 

George Cuming Lid... to 159 New 
Bond Street, London, 


(March ABC) 
Largest in rural 
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ADVERTISER'S WEEKLY 


CORRUGATED 
MERCHANDISING UNITS 


WE are selling thousands and thousands 


THEY are selling millions and millions 
of branded products...why not yours? 
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WRITE OR RING FOR FULL PARTICULARS — OR 


See them at the PACKAGING EXHIBITION 
on Outer Row ° First Floor 
National Hall - OLYMPIA - January 18 to 28 


Leon Goodman Displays ...... 


HOUSE OF IDEAS 119-125 WHITFIELD STREET LONDON WI - PHONE EUSTON 535) 
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APPOINTMENTS VACANT 


ABBEY DISPLAY CO. LTD. 


specialists in design and produc- 
tion of Point of Sale Advertising 
Must Appoint : 

(A) A Senior Sales Executive 

for the North of England. 

(B) A Senior Sales Executive 

for the Midlands. 

The type we are seeking must 

have 

|. A wide advertising back- 
ground. 

2. Be capable of dealing at top 
level. 

3. Possessed of creative ability 
and ideas. 

4. Be keen to open new 
accounts 

The successful applicants will be 

given some existing accounts 

and will receive salary, commis- 

sion and expenses with tremen- 

dous possibilities. Only those 

in the £2,000 per annum class 

should apply. 


122 


CLASSIFIED ADVERTISEMENTS 


RAIES : APPUINTMENTS VACANT, 3s. 64. per lime, 40s. per dispiay pane! inch. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum. 3 lines. Box No. 
charge, one line plus Is. covering postage, etc. Series rates on application: all 
advertisements ender seven insertions MUST BE PREPAID. Address “ Advertiser's 
Weeklv.”" 186 Fleet Street. London. E.C.4. CHAancery 8844 (Ex. 25) 


APPOINTMENTS VACANT 


Situatroms Vacant: * The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the emeloyment, is excepted from the provisions of 
Notification of Vacancies Order 1952.” 


INTERNATIONAL 
MAGAZINE 


requires services of experienced 
gentlemanly Representative with 
good connection among Advertis 


EDITOR 


(preferably with some knowledge of 
engineering) required for well estab 
lished monthly technical journal. Write 
stating age, experience and salary 


required—the latter to form the basis ing Agents in the London Area 
for discussion Must be a first-class space 
salesman, and possess drive and 

Box 9786 nitiative. There are excellent 

, prospects for suitable applicant 
Advertiser's Weekly 180 Fleet St EC4 [calor ie eontdanen aiclan one 


ticulars of age, education and 
experience to 


TECHNICAL AUTHOR requir 


JANUARY 13, 1955 


APPOINTMENTS VACANT 


We have now moved into our 

new and more commodious 

premises, and require the ser- 
vices of three more 


FIRST CLASS 
RETOUCHING ARTISTS 


(1) Must be able to produce 
superior colour and mono- 
chrome figure retouching. 
Have a good general mech- 
anical and technical know- 
ledge. 

(3) Who can cope with a variety 
of subjects in colour and 
mono-chrome. 

The working conditions are 

ideal and the positions perma- 

nent for the right artists. 

Please write, call or ‘phone :— 

HOWARD GLOVER 
(Commercial Artists) LTD. 
Artists and Photographers, 
27/29, Furnival Street, E.C.4. 


(2 


_— 


sais eperation of a variety THE CATHOLIC DIGEST, ‘Phone: CHAncery 4302 
Apply in writing to the General eee eee eee Y 
M er, The Abbey Display Co a ee oe 16 SOUTH FREDERICK ST., 
anager. y Pp Y 9. automobil electric al equ on DUBLIN PRODUCTION ASSISTANT required 
Ltd., 49 Charles Street, Berkeley Applicants (not ove car Ts ty anadioms size aeeacy. Good work 
Square, London,W.|, in envelope ye be sete ae oe ane ine 1s and progressive job for 
"4 marked *‘* Confidential."’ a” Minniieel’ How gee REPRESENTATIVE. experienced silk right man Write Stating experience 
reen pr J display alary, etc., t 
practical workshop experience Box 9748 Ad. Week 180 Fleet St EC4 Box 9770 Ad. Weekly 180 Fleet St EC4 
reply, stating age qualificatior r 
‘ ate 5 experience to Personnel Manager 
Joseph Lucas (Electrical) Ltd., Gt r C 
Creative Advertising Artists Ltd. Joseph Luce (Electrical) Ltd. FIRST CLASS RETOUCHERS RETOUCHER 
8/9, East ae a. L 4 reference PM/D/54 required required 
City 8101 EXHIBITION STAND - FITTING S-dey week Experienced artist for General work 
f FIRST CLASS LETTERING ARTIS ee comet. on, cow weil Poel Write or ‘phone for appointment 
: modern ideas, and be capat { first 00! ay. dea! conditions 
4 required. Permanent position in pro- class visuals. Good salar C pay ‘ é TEMPLE STUDIOS LTD. 
4 gressive Studio ditions. Please write in first instance Morgan-Wells Studio Service Temple ——— ee Avenue 
Si WRITE PHONE for APPOINTMENT to Chief Designer, Olympia Ltd 5 vs 
: or lo } Ph well a 9 2, St. Andrews Hill, E.C.4 Cipere! 2012 


A Immediate Vacancies 


in West-End Agency 
| FILM PRODUCTION 


. 
Executive 1. CREATIVE LAYOUT MEN to join creative 


team. Slick pencil visuals embracing a high 
standard of design. Must have at least 3 years’ 
agency experience. 

is required by a leading engineering concern to 
plan, script, direct and produce films of the 2. GENERAL ARTISTS 
company's (interesting) products and its great 


resources 


who have ‘still-life ’ 
experience in all mediums, good standard of 


: lettering and general finished artwork 
The nucleus of a film unit exists ; . =" — rk. 


outside producers are also used; creative and 


Excellent prospects including pension scheme 
for suitable applicants. 


technical skill is now required to direct the efforts 
of both. 


Write or telephone for appointment: 


. 


This is a big opportunity for a young and ambitious 

as man, possibly a University graduate, capable of dealing CREATIVE MANAGER 

= i with a wide variety of people and problems MARK FAWDRY LTD., 

; HANOVER COURT, HANOVER STREET, W.1 
Tel : HYDe Park 9176/7/8 


; BOX 9757 


| @ The policy of this Company is to provide a sound 
3 Advertiser's Weekly 180 Fleet Street EC4 and progressive future for its staff in conge nial 
a surroundings. 


J ‘Phone your classifieds to CHA 884. 2) 
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_ APPOINTMENTS VACANT 


ARTHUR S. DIXON LIMITED 


have vacancies for a good 


GENERAL ARTIST 


Thoroughly experienced and able to produce finished work 
both in black/white and colour from own rough creative 
work or that of others 


And also for 
AN EXPERIENCED 
LAYOUT MAN 


with a good knowledge of typography and a keen sense of 
design together with the ability to produce first class roughs 
up to presentation standard 

Pension and Profit Sharing Schemes in operation. Write 
with full particulars and salary required or phone for 
appointment 

STUDIO MANAGER 
ARTHUR S. DIXON LTD. 


229 231 High Holborn, W.C.1. 


FIRST- CLAS LE TTERING, line and — ‘ oe ASSISTANT required 


acelient Pu om ment 


e t j Bond 
Street. W L GRO 4746 


Cc. a LYTLE MANAGER fo 


(ADVERTISING) LTO Magazin 


mar wit! 


ce advantagceou 


have a vacancy Box 9791 Ad. Weekly 180 Fleet St BC4 


for another 


TRAFFIC FOR A MAN 
CONTROLLER 


He or she must have ability 
to absorb detail, the per- 
sonality to co-operate with 
account executives, and the 
patience to ensure records 
are correctly compiled 
Please write fully stating age 
and experience to 


J. S$. WILKINSON Box 9733 


Advertiser's Weekly 180 Fleet St EC4 
C. J. LYTLE (ADVERTISING) LTD. CPRET GS ms 
2, 3-4, Dean Street, London, W.! PFIZER LTD 


who can write good copy and 
produce visuals there is an opening 
in a leading Industrial Organisation 
in London This ts an offer with 
plenty of scope to someone who 
has experience in writing for Bro- 
chures, Leaflets, Salesietters, etc 
Write with full details of previous 
experience, age and salary ex- 
pected to 


» of Folke 


col — GgFOUCeERS wanted for 
expansion of yur section. Vacan- 
s for Senior “Ar tists and improvers 
bonus and superannua- 

Write or telephone for i i lity 

t to Art Director, Studio nd interest ir motte al appr 

118 Chancery Lane 

we. Tel CHAncery 


jes 
tx The May ager 
13743 9 Sar igate Road 
Folkestone, Kent. ‘marked Artist 


MEDICAL COPY 
WRITER 


required for Export Dept. of im- 
portant ethical pharmaceutical 
house; he should also have 
experience in lay-out and super- 
periexce required with good vision of printing Knowledge 
of French and German desirable 
Apply giving full particulars and 
Write giving full details to salary required to Personnel 


M 
Box 9741 a8 
Advertiser's Weekly 180 Fleet St EC4 


VISUALISER & 
LAYOUT MAN 


with about 3 years’ Agency ex- 


knowledge of typography 


Box 9762 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


£3,500 
A YEAR 


The J. Walter Thompson Com- 
pany (Eastern) Limited are urgently 
looking for experienced copy- 
writers for their Bombay and 
Calcutta offices. The first require- 
ment called for is creative ability, 
but successful applicants will find 


that their responsibilities may well 


extend beyond the writing of copy 


The salaries offered will run 
from the gross Indian equivalent 
of, say, £1,500 p.a. to, say, £3,500 
p.a., according to experience and 
ability. 

The Managing Director of 
The J. Walter Thompson Compan) 
(Eastern) Limited will be in London 
until \8th January to interview 


likely candidates. 


Please apply to 


The Personnel Secretary, 
The J. Walter Thompson Co., Ltd., 
40 Berkeley Square, London, W.1. 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Siteations Vacant: “ The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is 2 man aged 18-64 inclusive or a woman aged 18-59 inclusive 

waless be or she, or the employment, is excepted from the provisions of 
Notification of Vacancies Order 1952." 


| STUDIO LORAYNE 


Are you the REPRESENTATIVE Required top lettering artists, also artists 


for adaptation and paste-up department 


REQUIRED Phone GERrard 7934 
a 23 GOLDEN SQUARI LONDON w.l 
oe by well known Outdoor ADVERTISEMENT REPRESENTA. 


TIVE required by periodical publish 
Advertising Company to ing house Applicants must have a 


° 
| t nd t knowledge of agencies and be keen 
ccount Executive ||| =<T="= || 235 
experience and salary required, to 

nent sites in London and Box 9767 Ad. Weekly 180 Fleet St EC4 

the Home Counties. Good LETTERING AND LAYOUT ARTIST 
required by publishers and printers 
salary, commission and ex- Central London. Work will be mainly 


penses Parmanent posi t women's magazines Pension 


scheme Write giving — Particu- 

lars experience alary 
tion for right Applicant. Box 9758 Ad. Weekly 180 Fleet St BC4 
Write giving particulars ARTISTS. During the next few months 
there will be a nur f additional 
7 ; es for experienced com mercial 
Box 9769 irtists with not les han 3 years’ 

: pe 


Advertiser's Weekly 180 Fleet St EC4 
snoe artists are 
write 
tence and 
Department quired to Te cal Artists 
ompany An 2 Marylebone Lane, London 
Ww.l 


ing man 


= a ‘ mt ¢ ning | a 
s completed ational Service WINDOW DRESSER wanted for 
and o has so wledge of copy striking range of portable power 
4 ung an advertising department tools E erience oO ironmongery 


advantage 
a young 
to Public getic f Write, full details, to 
Diamond Ltd W: akefield Box 9768 Ad. Weekly 180 Fleet St EC4 


If you are agency-trained and have had several 
years’ experience as Account Executive on 


nationally advertised consumer products, you VACANCY 


may be our man FOR 


It is particularly important that the applicant 
for this position has a working knowledge of ASSISTANT EXECUTIVE 
retail and consumer panels, and a thorough grasp AT 
of marketing and merchandising methods that can 


broaden distribution and stimulate sales PRITCHARD wood 


If you are this man, please write and tell us 


why, outlining your background, age and exper- The job is that of right-hand man to a busy Executive 
L e i He must have a thorough knowledge of advertising agency 
ience, Please address your letter to : practice, of mechanical production, of media and a 
reasonable understanding of what is involved in market 
research and other aspects of the advertising business 
We expect to get a man who can, in due time, become an 
The Managing Director Executive at P.W.P. We cannot guarantee that, but he 
can—by being the sort of man who can be trusted to 
develop good relations with our clients and their repre- 
FOOTE, CONE & BELDING LTD. sentatives on the basis of excellent service and a naturally 
friendly nature 


27 Hill Street, London, W. | 


Write giving full particulars of experience, 
salary required, and age, to 


The Personnel Manager, 
F.C. Pritchard, Wood & Partners, 25 Savile Row, W.1 
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CLASSIFIED ADVERTISEMENTS 
the leading stusion inthe North JUNIOR LAYOUT MAN 


Due to further expansion eq : ed 
requir 
FALCON STUDIOS THE GENERAL ARTIST in advertising department of gas 


OF LEEDS ADVERTISEMENT DEPARTMENT THE STUDIO OF THE appliance manufacturers. Should 
require NATIONAL TRADE PRESS LTD. be capable of quick visuals and 

|. Creative layout man of requires an experienced artist who finished layouts for leaflets, press 
with agency experience, is a good all-rounder, capable of advertisements and technical 


and a definite flair for con- HULTON PRESS using the airbrush, doing visuals literature. Good knowledge of 


temporary print design. and finished work of good repro- typography necessary. Staff can- 
2. Still-life Artist used to require a man of personality duction standard. Excellent pros- teen, pension scheme. Write 
both line and colour, able and intelligence to act as liaison pects, 5-day week, pension scheme giving details of experience, age 
to use airbrush to fine with Advertising Agents and our Write, stating age, experience and and salary required to 
degree. Printers. This is in connection salary required, to Box 9666 
Top salaries, 5-day week, with colour proofing and repro- THE ART MANAGER Advertiser's Weekly 180 Fleet St ad 


comprehensive pension, life duction and knowledge of the 
assurance, and bonus scheme. photogravure process, while not THE NATIONAL TRADE PRESS LTD. SS a - Vacancy 
“ aily unday jew spaper 


Happy conditions essential, would be an advantage Drury House, Russell St., London, W.C.2 a a. mat ine” teen 
Write or telephone to :— Good salary and excellent op- las ¢ in advertisemen 
: ortunities for the right man PRODUCTION ASSISTANT, aged 15 t sax 
Art Director, P g i eemad bey Canes cee aie ox 9792 Ad. Weekly 180 Fleet St 
FALCON STUDIOS Ltd. Apply in writin — ated in Victoria. Must have know 
2!. WADE LANE. LEEDS 2 PPly eee edge of block-ordering, proof-readin One of the leading London Com- 
“i - , Personnel Manager, and some typing Five-day week mercial Studios has vacancy for 


Phone: SLO 0787 


Tel: 23652 
a. “ Hulton Press Led. REPRESENTATIVE 
Yan owe Me 43/44, Shoe Lane, TECHNICAL COPYWRITER wither se 


Departme f an accurate Experience in similar capacity is 
hand Typist to assist - correspo' Permanency, with prospects, offered essential. THE POSITION 
Cones schedules, etc j Nogy a ex = first-class copywriter, possessing ideas, IMPORTANT. LIBERAL 
perience in the _Space ; “pt oO ‘ - OPPORTUNITY sound technical background and agency 
bone =F a hee nr 2 Sa sccurs o Detail Ch { Ie experience OFFERED TO RIGHT APPLI- 
wi udlicity Ltd., itzroy , , in adon Advertising Write in confidence stating age CANT 
ee : ants nus perience and salary required to Full particulars in confidence to 
JOUGHIN ADVERTISING LTD. need . = , ee 4 - Chairman, W. Hopwood & Co. Ltd., 
a good experienced Production Mao = e , om pee ¢ 67a, Mosley Street, Manchester. Box 9765 
at their Guildford end. Copy instruc- nee ey ee 8 ee Advertiser's Weekly 180 Fleet St EC4 
tions, block ordering, adaptations nears future . ne au YOUNG LADY to sist Sales , 
maintenance of records of course Pxperienc nd salary required to ager with publicit be short RETOUCHING ARTIST (op erade) 
but an all-round advertising mag is pin Mth ! t St j . wt etic required by leading | font 
the man we are looking for. Super- TEA AND RUBBER MATI s atrility Adv e ¢ nce mercial Studio Outst 
annuation scheme Write, giving full vacar for man ab to underts sdvantage tere R tunity for man with at leas 
tails of past experience and salar 3 ye eaperi salar experience » retouching y repro 
required, to Joughin Advertising Ltd, jutie te of 47 ect Stree James Nort! td roodge t duction 
23 North Street, Guildford, Surrey ondor wil Box 9556 Ad. Weekly 180 Fleet Si Fad 


muntancy 


There are vacancies 
Waddicors in the 


have a vacancy for another PRODUCTION 
Experienced DEPARTMENT 


of 


SAMSON CLARKS 


both for press and print. Agency experience Agency experience and a good all-round 

desirable, good salary for right man. knowledge of the mechanics of advertise- 
ment and print production are essential. 
Apply by “phone or letter to Write giving fullest details of experience, 


Typographer 


to work on interesting group of accounts, 


Seereee Seesaw. age, salary required to: 
T. BOOTH WADDICOR & PARTNERS, LTD. 


38 PARK STREET LONDON Wl 
Telephone : GROsvenor 7511. 


Production ” 
SAMSON CLARK & CO. LTD. 
57-61 MORTIMER STREET, W.1 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


McCANN-ERICKSON 


REQUIRE 


Senior 


Account Executive 


In order to take care of the rapidly growing auto- 
motive business handled by McCann-Erickson, we 


require immediately a Senior Account Executive 


Applicants must have held a senior position, or 
positions in an agency and preferably have had 


experience in the automotive or petroleum business 


This position will not be an easy one, but will be 
highly paid. The successful applicant will work 
under a Group Head who is a Director 


Age most acceptable would be between 35 and 
45, but thereisnobar. Skill, aptitude and a success- 
ful record are the things that count 


The Company operate a Pension scheme which 
the successful applicant would be required to join 


Write to Goneral Manager 


McCann-Erickson Advertising Ltd. 


Brettenham House, Lancaster Place, W.C.2 
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CLASSIFIED ADVERTISEMENTS 
Le APPOINTMENTS VACANT. 


APPOINTMENTS VACAN 


Steatons Vecunt : “ [he engagement of persons answering these adverthements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Ageacy = the applicant is s man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
aanless or she, or the ay ry ~y - 4 the provisions of the 


CREATIVE LAYOUT ARTIST, with 
OF SHIPS previ us Agency experience, required 

» join Creative team Able to pro- 

2 2% finished roughs from his own 


E visuals and with sound knowledge of 
yporgr y ¢ fully, with det 


; ce ) hone Cyeati 
and Golfing Slacks and Mattresses na : ; aneobituaenn a ; 
and things but why go on”? Advertising Ltd 3-5 Duke Street 
f you are a copywriter with anchester Square, W.1 Tel 
fair production knowledge and a 774 
potential for fast, live copy on APPLICATIONS are invited by Index 
print work for these and other ae Ltd -_“ ~yy 
types of accounts, drop us a line a ee eee ae 
about yourself and salary required Mad >. ‘te 55 = : ane a? 
There is a Life Assurance and is the Birmingham eves to | 
Pension Scheme in operation for enewals new business 
the benefit of our staff. Write to icial A B« Coach Guide 
the Secretary, Roles and Parker jiand Red Timetable 
Limited, Rapier House, 65-66 ne commussion. car provided 

f ¥ to Managing Director 
Turnmill Street, E C.1 lishers Ltd 69 Victoria 

S.W.l 
LEADING NATIONAL ADVERTISER ADVERTISING. Assistant | 
! 7 rvice equired in voucher 
agence 


Greenlys Ltd 
i 


car provided n F . LETTERING ARTIST 
opportunity with go« ary Aw y Studio Experier 
penses rush work and general 
Box 9777 Ad. Weekly 180 Fleet St EC4 advantage Write , phone § 
FIRST-CLASS LETTERING ARTIST Publicity Ltd liffords Inn, 
equire f idio Write for HOLborn 2317 


Ad Week! 180 Fleet St EC4 


ASSISTANT DESIGNER required. SCHEDULE 
j v pad exibition wort t 


a TYPIST 


required who is really efficient. This 
position calls for a girl experienced in 
the workings of an Agency Media 
Department. Shorthand would be an 
added advantage. Five day week 
Write giving full details of experience 
~ age and salary required to 
Good salary “4 L. A. O'Farrell, R. C. N. Ltd., 
; a 184, Strand, W.C.2. 


ox 97 Ad. Weekly 180 Fleet St 
SECRETARY. Chix 


mal 


competent 
with 
cxpe rier 


art a 
give full particulars 
ence and also an 
J salary required 
hicity y sion, 

Box 9774 Ad. Weekly 180 Fleet St EC4 . oe 

Lond NW 
ASSISTANT | DESIGNER 


, tt a Ve 
ERWIN WASEY ae en 


packaging 
: standard 
Have a vacancy for a and nished drawings 


progressive job 


DETAIL SERVICE FLA 6816. 
MAN ublishe “7 \ —  ™ charge 
Age about 23 and promotion possibilities, Write imme 


some Agency experience —_ we es ches we ae 
necessary. 


'pre vious 
Salary tor right man 


LETTERING ARTIST 
Please write or phone for to work 


appointment 
Mayfair 8171, ext. 17 


Operations Department, 
ERWIN WASEY & CO. 
LTD. 

BROOK HOUSE, 

PARK LANE, canons Wales Gaaneine 
w.t. . —¢ Sssn =i 
Box 9763 Ad. ‘Weekly 180 Fleet St BC4 


Bi) 
ee 
‘ 
i 
" 
o~ 
: 
“8 s 
| ee 
rey . mele gt Fiv ating age 
Er . 4 to arrange and plac port { sak experic required to 
ri! {isplays Good or r , Secretar > Berkeley 
ye 
—< 4. for 
te { air 
cS gn an 
we nuh 
ue E.C.4 
_* 
. x of presentat: 
og essential Inter 
= Phone Mrs. ff 
Se ee Te 
PRODUCTION 
7 temal req 
London adv 
‘ omplete ct 
| techmcal a 
C4 esata ialiaratiererereiepecetemenrtinieeemmnatiall 
we ty Wey BURROUGHS WELLCOME & CO. 
mE: k — nust have a vacancy for a creative layout 
) be a rt. artist with sound up-to-date exper 
~ a2 hand/t inal) ence in typography design and the 
Oe rg Agency ce use of good artwork to take a positior 
Phor ‘ in their Art Unit. handling press adver 
+ SALES MANAGER : dese hick 
so Jence should 
a. a2 exper 
og tion of th 
Ss { snager Put 
fo s Wellconx 
- oo 
ae required, a 
v r tor cop 
a A emer 
aN f lettering 
: ae essential 
; way p ne 
4 
7 ’ 
ty 
~ 
Wx 
as r First-class i 
ei required, if neces 
a: sar after some turther training 
at Knowledge f layout not essentia 
act, Ave 21-35 Permanent job Five 
ar 
em , 
dal 
ne 
Hoge © 
a | 
b ’ be ; ; . . . ’ ‘ AA ’ oa 


JANUARY 13, 1955 


APPOINTME VACAN 


TECHNICAL BOOK PL = ISHERS re- 


quire Copywriter and asyout Man 
with knowledge of mph : 

to take charge smal 

ment Experience 

advantage State 

educator xperience, salary le 

Box 9790 Ad Weekly 180 Fleet | St “EX 4 


PRODUC TION MANAG ER for 


nauonal publishing 
and y urna and 
range ip $ Experi 
mee in typog la " prin 
ng costs esse Salar 750 
Box 9764 Ad. Weekly 180 Fleet St EC4 
ECHNICAL — juired t 
compile working s 
publicit litera and ma 
record m the ering dep tT 
of Smith M AK r I 
Witne Onxor Prev Ss 
expe e and prefera me k . 
ledye f art work fesurable The 
peo n is perr and progr ve 
wit attra ar As < 
will be ven ¢t s able 
Ar Per | Manag 
Motor Accessories Ltd 
Oxor 
CENTRAL OFFICE OF ENFORMA- 
TION. Typographical | it Art st 
required. Apy . 
exe ed desig ‘ : 
pr natt und p t < re 4 
r ‘ | tica 
. ige pogray The post 
grade as T por Informat 
Of S ix £1.0 
Men £74 290 (w ve Write 
x J rtt | full 
‘ . xperi 
fp ‘ nclud Sates). ¢ 
A B.1282 Apr m Officer 
M r f Labour National 
Service, 1 Ta ck Square, W.C.1 
b t ruar 4 ) N wigina 
estim A should be sent On! 
candida selected for imterview will 


COPY TYPIST required in the Space 
Buyir ng Department { a leadi 
I f agency 
ar aiar 
Box 9749 Ad 
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CLASSIFIED ADVERTISEMENTS | CQXICEUERZECIm 


COUNTY LABORATORIES LTD. | 


av 
@ vacancy in thew advertising depart 
ment for a Product Advertising 
Executive This is a very interesting 


positio for a ma aged 
bet wee 2 h at | t ears 
exper ae agency of advertising 
Jepa Creative ability is not 
requir ser ‘ 
sidDalit de 
4 cla 
To na this px } 
cor rable prospects and the 
applicant w be gible 1 
pa pate the compa $ pens 
i pr ring s mes Pleas« 
rep giving ails { age educa 
tor exper < Personnel 
Mana ; Building, Honeypot 
Lar M 
COMPANY manufac 
products the Ea 
q s Designer yst 
ha had aperience l abel and 
packag A bilit execute 
r ssentuia alec tx 
fir ur ense and g 1 al 
rou k wledy ind app : 1 of 
typograph Apply, sta ‘ age 
qualifica Ss, experenc und = salar 
req 4, to Joint Secretary, Reckitt 
& { ’ Lid Carrow Work 
Norwich, Norfoik 
APPLIC —- welcomed from bot 
sex va cy for Represen 
tative for a ng biched « - 
A “ [ I t 
sp t t 2g an ndus 
trial Es Pp 
u ) >| ' 
Box 6 Ad. Weekly 180 I St EC4 
ARE — » wor king 
for teresting jo ( 
r 4 T bu r t P 
with peor 
if 
1w re * 
at Jo Tait 
Buildings 


EXPERIENCED ARTIST required for 
adaptation work The m " man 
we want must have had cons sderable 
caper © and x prepa > con 
entrate on th pe of work An 
ider pers wt ‘ work quickly 
would be preférred Five-da ak 

WecA 4 4 good | wis with 
canteen avaia c 
Box 9755 Ad. Weekly 180 Fleet St BC4 

ASSISTANT ACCOUNT EXECUTIVE 
required [or caxpanding m sIn-saze 
Le Jor agency t work wit hirec- 
tors t ca and Ju ! 
ae 4 8 He wh 4 r $ be 
resg ible f serving i growing 
group of ¢ ’ nm t ‘ He 
should alread be exper ed nn 
agency practice have good creative 
Me and «6upreferably a pywriting 
backer { ge 25 ) Tr post 
fi " x fut Write full 
‘ Managing Dir or 
Ta r Ad rtisung ed as 
Gloucester Place Lond wl 

ASSISTANT SPACE BU YER required 
by well-known Adv Agency 
aged os*s) preterat some 
expenence Hours > w5.9 no 
Sats Wr t f « ywntons 
Lid Temple Bar H r Fleet St 
E.C.4. (CENtral 3244 Bat. 9 
ASVERTEENG AGENCY STUDIO 
r sire ces { re 
v stile art ’ | are prepare ‘ 
pa ‘ Tt tor the right 
peor n r wom ght, a 
ft Bond § Telephone HY De 
Park 9583 f Appointment 

= a C HING ARTIST required for 

Dept. Stu {fw k wn 
Pu ng House pers 
enced worker, @ stomed t mndling 
a vare { ra } Jing 
figure A ig f ri 
I “« t ov 35 
Wr z ¥ fet ails { ag exper 
er alification und = «osalary § re- 


Box 9734 Ad. Weekly 180 Pleet St EC4 


VOUCHER CHECKING CLERA. 
ung lady required for busy West 
nd agency, to work on own initia 
tive Must be experienced and reli 
atric Hours 9° W to $30. Canteen 
Reply m own handwriting, giving full 
feta of expernence and salary re 
quired, t« 

Box 9737 Ad. Weekly 180 Fleet St BC4 
ASSISTANT To ADVERTISING 
MANAGER. First-class opportunity 
ocours for man age 30-35 with good 
all i advertising ability Salary 
i650-475 Superannuation Offices 
near London Bridge Station W rite 
stating age and details of experience 

t« 
Box 9754 Ad. Weekly 180 Pleet St BC 4 
PRINT SALESMAN. North country 
letterpress ‘litho printers requir ‘ 
top-class salesman for their Londor 
fice Experience in selling print 
esse 1 (rood prospects pension 
sct Write, in confidence 
givity letauls of past experience to 
Box 9753 Ad. Weekly 180 Pleet St EC4 


ORDER CLERK (mate) for menufectur 


ing stationers, City area Experience 
preferred but full traming given 
Canteer S-day week, salary accord 
img t qualifications Details to 
Box 9752 Ad. Weekly 180 Fleet St EC4 
PU al wiry ASSISTANT, mak " 
required by City Office 
shipping and forwarding agent 
Pleasing personality, high standard of 
educat and an ability to write 
publicity matter essential Facellent 
opportunity for person with imagina 
tn und creative ideas Write, giving 
axe experience and salary required 
to 
Box 9747 Ad. Weekly 180 Fleet St Ec 4 
FIRST-CLASS LETTERING AND 
STILL LIFE ARTIST required tm 
agency studio Write or ‘phone for 
appointment to Mr. Gibbs, Maxwell 
( rhe t 4/45 Hit Holborr 
wo CHAncery 4563 
RETOUCHER, used to machinery sub 
ects, mvited to ‘phone WATericx 
608 permanency or free lance 
basis 


that 
visualiser who 


the 


If you're 


and 


order advertising 


hundred and fifty 
getting 
Just won't wait, 


you 


the ear, 


Telephone: GER 


invidious figure the 
would like to see a little more accent on 
a little less on the 
well be the chap to fulfil our most urgent 
your main complaint against life at the moment is a diet 


to eight 
well you're practically in 


may care to contact us by 


a letter will serve equally 


Do Visualisers 
get the Agencies 
they deserve ? 


up-and-coming * 


“ coming,” you may 


need. If 


consisting too exclusively of hard-selling accounts, mai 
and the like, we're getting warmer stil! 
And if you know you can convince us that you're worth 
at least a hundred and fifty a year more than the seven 


hundred you're at present 
If the news about you 


phone. On 


the other hand if you feel there’s more to you than meets 


well. In either event 


the man to get in touch with 


The Art Director, 
Napper, Stinton, 
14-19 Great Chapel Street, W.! 
2633 


Woolley Ltd. 


P.S$. Our own visualisers have read this copy. 


VOGUE 


REQUIRE 


Write fully, 


Condé 


stating 


ADVERTISING MAKE-UP 


experienced man or woman to take charge 

of the advertising make-up department of 

The Condé Nast Publications. 

Duties will include Vogue make-up, as well 

as organising and supervising work on other 
magazines published by the Company. 


experience, salary 


required, etc., to The Personnel Manager, 
Nast Publications Ltd., 
37, Golden Square, W.1. 


All applications will be treated in strict 
confidence. 


"Phon 


g a? 


a: 


k ADVERTISER'S WEEKLY 128 JANUARY 13, 1955 


. CLASSIFIED ADVERTISEMENTS 


Siteations Vacant : “ The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry rors mploymeat 
i Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inciusive 
1} or she, or the ap is exce provisions 
i acancies 


PRODUCTION EXECUTIVE required 
in leading commercial art studio 
(N.W.3 area) Outstanding oppor- 
tunity for young man (23-28) to train 
for really progressive position. Some LETTERING 


previous experience of studio produc- 


tion an advantage Write, giving 
details 
Box 9772 Ad. Weekly 180 Fleet St EC4 ARTIST 
ee IMPROVER LETTERING ARTIST 
= A 


wanted Diy ith c ns 
i Market Research ee See ieee 
. wei 
FIRST - CLASS ADVERTISEMENT CLASS LETTERING 
SALESMAN required by publishing 
firm Big opportunity for mght man 


ARTIST WANTED 
Box 9771 Ad. Weekly 180 Fleet St EC4 


tad AT ONCE. 
as VISUALISER-LAYOUT ARTIST with cE 
ability to create ideas and carry them 
to finished rough stage. Must have 


phone or write '— 


agency experience Wide variety 
work filers great scope to right man 
Excellent terms and conditions. Write 
is es giving fullest details. t 3 N. BANNISTER, 
bi 4 leading London Advertising Box 9773 Ad. Weekly 180 Fleet St BC4 Hawke Studios Ltd 
r APPLICATIONS ARE INVITED by awke 10s “9 
7 : Index Publishers Ltd. from experienced . 
Agency requires an experienced space Represeniatives. to tae over | 22 Chenies St., London, W.C.1 
the post f Area Representative tor 
1 Midlands The man chosen must 
V k ° FE » . live in the Birmingham area and MUSeum 7441 & 1181 
¥ 2 ovo hyer } , , 2 will handle renew and new business 
Marketing Executive who will be ill handle renewals and new business 
Midiand Red Timetables. Salary and 
zs ; commissior Car provided Writ > ~ 
i , ‘ 2 ; ; ully to Managing Direct Inde PRODUCTION CLERK (Uunior) tor 
E responsible for developing and fully to Managing Director, Index | PAYS End agency. Great opportunity 
A London. S.W for future advancement 
& ARTISTS : 4 Box 9760 Ad. Weekly 180 Fleet St EC4 
nee ) >. “ ° tor yasn an colour 
< expanding its marketing and fashion. work. wanted. Permanent | VISUALISER-LAYOUT ARTIST witt 
4 . mployment nd good = salary for agency experience and creative plan 
. experienced ar No beginners w ning, will find plenty of variety and 
. ; ofearete ™ ne iterviewed Ca with specimens a 200d team spin im our studio 
F mer handising ac tivities. Dolphin Stud 10 Gt. Maribor ~—* ‘Phone Studio Manager, Reid Walker 
Street, Lond Ww dvtg Ltd., Salisbury Sq Hse 
: . E.C 4. CENtral 8347 
of ‘7 } ADVERTISING REPRESENTATIVE 
‘ Sala VD\ arrangement. required b sblished week AN OPPORTUNITY for experienced 
. rie wspar 1 WR. Yorks Negative Retoucher with ability to 
Good all-r i knowledge, cop block out Congenial conditions and 
, ° . writing and la essential Apply good prospects. Apply to Art Direc 
Apply Mi ith full particulars Zi stating age ar required and tor for appointment Studio Irwir 
previous experience, to Ltd., 118 Chancery Lane W.C.2 
Box 9775 Ad. Weekly 180 Fleet St EC4 Telephone.: Chancery 4141 
strict confidence to : 
: A 


2 really 
= Box 9789 + 
z ; | first-class 


A Advertiser's Weekly 


180 Fleet Street EC4 TYPO G RAP H ER 


WANTED 


for Advertising and Promotion material ina 
leading London Publishing House. Good 
7 all-round experience necessary. The position 
offers excellent opportunities for the right 
man. All applications will be treated with 
strictest confidence. Please write and supply 
details of age, experience, qualifications 
and, salary required to 


Box 9776 
Advertiser’s Weekly 180 Fleet St London, EC4 


| oe ae 
: | | a 
a — 
: "Dh ana - alaaet hod, ;, Ty 224, /} 4 


JANUARY 13, 1955 


APPOINTMENTS WANTED 


WANTED-RESPONSIBILITY 


Young man, 24, five years’ space selling 
experience, at present asst. Advert. 
Manager with National Daily News- 
paper organisation, seeks a change 
within the space selling field. Will 
consider any post offering responsibility 
and scope for initiative 

Box 9766 


Advertiser's Weekly 180 Fleet Sc EC4 


ADVERTISEMENT MANA 
WEEKLY TRADE JOURNAL. 
with ycars cxperience 
for personal reasons, wishes to take 
up post where her qualifications will 
be useful Over 40, but young and 
smart with personality, energy, 
loyalty, methodical, a flair for detail 
Duties have been varied including 
make-up, records, some figures, typing, 
shorthand, stafl management, cic 
Car driver. Used to larger salary, but 
consider £550 per annum happy con- 
ditions 
Box 9779 Ad. Week! 

CHANGE DESIRED. Agency and 
Studio «experience roughs, gencral 

some production knowledge 
Should fit in as contact or in post 
demanding useful all-round back- 
ground 
Box 9780 Ad. Weekly 180 Fleet St BC4 

SYACE SALESMAN, keen and 
energetic, good sales record, highest 
integrity, secks similar post 
Box 9781 Ad. Weekly 150 Fleet St BC4 

YOUNG MAN, 23 Energetic, enter- 
prising, completed 2 year comprehen- 
sive course at L.S.P. & G.A. and 
had 2 years’ experience in printing 
trade, secks pouieen with prospects 
of advancemer with small printing 
or adver 
Box 9782 Ad ” Weekly 180 Fleet St BC4 

TYPOGRAPHER DESIGNER scceks 
part-time work 
Box 9761 Ad. Weekly 180 Fleet St EC4 

THE STORY GOES “there are un- 
lumited possibilities for a young man 

with some agency experience. 

and soul is in advertis- 
ing Please, any suggestions 
Box 9735 Ad. Weekly 180 Fleet St EC4 

A KEEN YOUNG MAN, National 
Service completed, with no studio 
experience, secks start Junior 
Artist. Art school trained. Write 
Box 9739 Ad. Weekly 180 Fleet St EC4 

PRODUCTION LAYOUT. Useful man 
(24), creative, industrious, seeks pro- 
gressive post with busy London 
agency Three years’ provincial 
advertising experience 
Box 9738 Ad. Weekly 180 Fleet St EC4 

PART-TIME SUB-EDITOR with know- 
ledge of make-up and able to super- 
vise reporting for weekly newspaper, 
Manchester 
Box 9751 Ad. Weckly 180 Fleet St EC4 

P.R.O. SEEKS INTERESTING 
CHANGE. Woman, middle twenties, 
with five years’ P.R. experience and 
Member of P.R. Institute, would be 

ased to discuss possible publicity 
R. appointment Agency and out- 
side experience in all P media, 
including exhibitions and National 
R. projects. Specially interested in 
television and journalism Full 
details on request 
Box 9750 Ad. Weekly 180 Fleet St EC4 

MARKETING EXECUTIVE with 
agency experience under 30. at 
present holding executive position 
with large international company, 
secks new position here or on the 
Continent Experienced in sales pro- 
motion, market research, statistical 
analysis, handling personnel and 
selling in England and in Europe 
Public school and university education 
Box 9788 Ad. Weekly 180 Fleet St BC4 

ASSISTANT ACCOUNTS EXECUTIVE 
with six years’ agency experience, 
secks a similar position with a pro- 

sve agency 
x 9793 Ad Weekly 180 Pleet St BC4 

«HAND PICKED * yg 
available Wigmore Agency. 
Wigmore St... W.1. HUNter Ses /2). 


GER 
Lady 


having resigned 


180 Fleet St EC4 


artwork 


of 23, 
whose heart 


MISCELLANEOUS 


FOR ORIGINAL GIRL PICTURES— 
Pin-ups, Figure Studies, etc. 
Visual Arts Club Modeis—singles or 
sets. Photo-Union Picture Library, 
12 Soho Square. London, W.1 


*Phone 


’ 
| 
| 
| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


BUSINESS OPPORTUNITIES 


Firm specialising in the produc- 
tion of technical publications for 
the engineering industry offer 
studio and drawing office facili- 
ties for the production of 
finished artwork of exploded 
drawings, and other similarly 
specialist types of technical 
illustrations. Work carried out 
for advertising agents in strictest 
confidence. Please address en- 
quiries to— 
Box 9743 
Advertiser's Weekly 180 Fleet St EC4 


FOREMOST L.P.A. 
efficient organisation, handling impor- 
tant National and Specialised accounts, 
is prepared to consider taking over 
and progressing the personal accounts 
of an Advertising Agent or Consultant 
desiring to retire Regular retirement 
income free of worry assured. Reply 
in confidence to 1.P.A. Agency, 
E Brown & Batts, 
Accountants 265 Strand, 
W.C.2 


AGENCY, with 


Chartered 
London, 
FLEET STREET'S 
feature, and picture 
LT.A. programme 
tising or <« rwise) 
expertly finished 
country Agenc 


ercatest news, 
source will serve 
builders (adver- 
with raw or 
material from any 
chiefs are invited to 
make preliminary contact now, con- 
fidentially and without obligation 
Box 9642 Ad. Weekly 180 Fleet St BC4 
PUBLICITY AGENCY or agent re- 
wired for progressive North London 
ouse Furnishers Media used at 
Present six weekly papers, local 
magazines, year books and three mail- 
ing brochures per annum Apply 
Box 9715 Ad. Weekly 180 Pleet St BC4 
SCREEN PRINTED POSTERS. Any 
size. First-class work Low prices 
Dores Signs, 112 Topping St., Black- 
pool. 


FREE LANCE SERVICES 


FREELANCE 
COPYWRITING 
WANTED 


by provincial agency. Please 
send examples which will be 
returned. Everything in 
strictest confidence. 


Box 9744 
Advertiser's Weekly 180 Fleet St €C4 


TICKET WRITER, lettering and layout 
artist, seeks additional commissions 
Box 9783 Ad. Weekly 180 Pieet St BC4 

FREE LANCE Exhibition and Dispiay 
Designer, twenty-five years’ practical 
experience. Tel Cunningham 0918 

YOUR "PHONE CALLS ANSWERED. 
Messages taken and given. Ideal for 
free-lances, tc Business Contact 
Services, 6 Cheapside, E.C.2 City 
2780 


EXPERIENCED COPYWRITER 
is also a University trained scientist, 
secks commissions—folders, booklets, 
etc 
Box 9756 Ad. Weekly 180 Fleet St BC4 

FASHION ARTIST. press and 
reproduction Reed, 27 
Avenue. STR 2377 

CHILDREN’S ILLUSTRATION 
ARTIST seeks‘ commissions 
Box 9784 Ad. Weekly 180 Fleet St PC4 

LAYOUT ARTIST (Px Pig.) speciation: 
in folders and brochures, seeks com 
missons 
Box 9178 Ad. Weekly 180 Pleet St BCs 

be ~~ ee — in technical 

Please ‘phone 


WAT. “3008 


who 


colour 
Fairmile 


BOROUGH OF BRIDLINGTON 
PRINTING AND SUPPLY 
OF PROGRAMMES 


Tenders are invited for the printing and 
supply of approximately 110,000 pro- 
grammes for the Entertainments De- 
partment of the Corporation during the 
period from ist April, 1955, co Jist 
March, 1956. Further particulars and 
form of tender may be obtained from 
the undersigned. Tenders are to be 
received by 4th February, 1955 


S. BRIGGS, 


Town Clerk. 
Town Clerk's Office, 
BRIDLINGTON. 
5th januory, 1955. 


ACCOMMODATION 


FREE-LANCE ARTIST requires accom- 


modation Prefer to share with one 
PRINTERS or two others with own office in 
central London 
Box 9710 Ad. Weekly 180 Fleet S PC4 
FOX PRINTING PRESS have installed LARGE STUDIO, cx cinema, 
three of the famous Heidelberg near Shepperton, in use 
Cylinders in their new extension and we ey available for 
are now in & position to undertake roduction of short films, etc 
another established monthly or weekly, Box 9759 Ad. Weekly 180 Fleet St BC4 
Demy Octavo _ or © Fox TOP FREELANCE ARTIST 
Printing Press, Typos House, May- one room, with small agency 
bank Road South Woodford, Box 9785 Ad. Weekly 180 Pleet St BC4 


London, E.18. BUC 6565. 
SALES AND WANTS 


ADDRESSOGRAPH FRAMES for sale 
55s. per 1,000; also Cabinets MSS 
49 Tattenham Grove, Epsom 


FREE LANCE SERVICES 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards - 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 


A. MASON & Co. Ltd. 
207 ST. JAMES'’S ROAD 
CROYDON + SURREY 


requires 


LANCASHIRE PRINTER now in o 
position to undertake further monthly 
or quarterly periodical of medium 
size 


Box 9706 Ad. Weekly 180 Fleet St EC4 


CHANGE OF ADDRESS 


PLEASE NOTE 


@ AS FROM JAN. 1955 
REPLICARDS LTD 


407-409 HORNSEY ROAD, HOLLOWAY 


17, 


CHANGE OF ADDRESS 


REPLICA HOUSE 
BAVARIA ROAD 


LONDON N.19 
TELEPHONE: ARChway 6241 — 4 LINES 


THE DIRECTORS WISH TO APOLOGISE FOR ANY 
INCONVENIENCE WHICH MAYOCCUR DURING 
@ @ @ THE PROCESS OF MOVING © @ @ 


our classifieds to CHA 8844 (Ex 25) 


—_ Eg 
a= 
Za.= 
—| semmemmeannenes 


ADVERTISER'S WEEKLY 


Advertiser's 
eee eekly 


January 13, 1955 


Post free 
S55/- (overseas) 


Are you a 


COPYWRITER 


STOP PRESS 


MORE ABC FIGURES 


Further ABC figures are as fol- 


| lows : “Widnes Weekly 


January-June, 1954, 
December, 1954, 


| worth Herald” 
| 14,639, 14,639. “Blackpool Gazette” 
| series, 46,958, 47,097, 47,851. 


ACCOUNT EXECUTIVE 


“Romford Recorder,” 20,941, 
21,449, 21,953. “Todmorden News 
& Advertiser,’ 12,485, 12,362, 
12,301. “West Lancashire — 
Gazette,” 


| “Isle of Man Examiner,” 


VISUALISER 


| Crane Publicity are expanding—fast. And 
| because the reason for their expansion is close 
personal service to their clients, they require 
| additional staff—at once. 
| If you are a Copywriter who has worked on 
really important National Accounts . . . who 
| understands the place of merchandising in 
modern Agency function, who is a true adver- 
| tising man and not a writer looking on from 
| the touch-line, then we would like to hear from 
you. 
| If you are an Account Executive with all the. 
mechanics of the job at your finger tips and the 
| belief that what would help the client—and not 
| what would help the Agency, is the important 
matter, then we would like to hear from 
@ | you too. 
e| And finally, if you are a Visualiser—or if 
you don’t like fancy titles, a really good Layout 
| man... then we will welcome you with open 
| arms. 
' 


In all the above vacancies, 
ability and not salary is 
the important factor. 
Please write, telephone 

or call 


(January-December, 1953), 
(January-December, 1954) 


| img News,” 4,227 (January-June, 


1954), 4,640 (July-December, 1954). 

Latest average monthly distribu- 
tion figures for “Fishing Selling” 
are 14,452. 


New board announced for TV 


| Advertising Ltd. the agg | 


formed several months ago 
R. W. Dickinson, former senior 


| executive of Hulton Press, and 


R. S. S. Berry, solicitor, as directors. 


| Mr. Dickinson is new general man- 


ager and a director. Others on 
board: L. S. Hargreaves (chairman), 
a manufacturer of cables, TV sets 
and convertors, S. J. Passmore, a 


| director of several theatrical ™ « 


anies, S. E. Linnit and J. 
Junfee, of Linnit & Dunfee sea. 
the Earl of Warwick & Brooke, a 


| governor of Shakespeare Memorial 
| Theatre, C. J. Maples, chartered 


accountant, and Monja Danischew- 
sky, film producer and script writer 
who will be director of planning 
and production. Company's plans 
include establishment of animation 
studio to produce animated packs 


for TV media. 


Fred Andrews, for many years 


_ chairman of Walter Hill & Co., 


Ltd., poster advertising contractors, 
died yesterday (Wednesday) morn- 
ing, aged 76. Funeral is to-morrow 
(Friday) at Putney Vale Crema- 


torium, 11.30 a.m. 


Clifford King Townson, adver- 
Times” 


| tisement manager, 


series died, aged 46. 


Swedish version of Hulton 
“Eagle” launched by Nordisk Roto- 
gravyr. Publication of other Hulton 


| comics or composite comics over- 


CRANE PUBLICITY LIMITED 


ADAM HOUSE, |, FITZROY SQUARE, LONDON, W.! 
Telephone: EUSton 8061 


“Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C 4. 


| seas to follow. 


Following jes transferred 
from  regist to Incorporated 
Practitioners in Advertising by 
council of IPA :—James A. Hodgson 
Ltd., John Newton (Publicity) Ltd. 
Rex Publicity Service Lid. Tatter- 
sall Advertising Ltd. and Wilson 
— Ltd. Names of the first 


(Phone : Chancery e844 ) 
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